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TUBULAR © 


Carpenters and handymen are attracted by the highly polished Ste ‘ 
forged steel heads of ‘traditional shape” and the chrome- - 

plated steel handles shaped exactly like hickory that reflect 

the quality of Vaughan hammers. 


Once they pick it up, they immediately sense the perfect 
balance . . . the comfortable proportions of a handle that’s 
perfectly contoured to fit the hand. And the grip is made 
of natural rubber . . . absorbs impact shock, 


On the job, they appreciate the built-in ability of Vaughan 
Tubulars to take rugged use. Exclusive inner hickory plug 
— which adds strength and absorbs shock — is compression 
fitted under 3,000 Ibs. pressure — permanently locking head 
ae ‘ handle together. 


Available in nail and ripping patterns, with plain or milled 
faces, in a variety of weights and handle lengths. Stock all 
7 models . . . because when men reach for a hammer, they 
reach for a Vaughan . . . the hammers made by craftsmen 
for craftsmen for over 89 years. 





And only V & B makes all three 
TUBULAR — ALL STEEL — HICKORY 
Write for further details. 


VAUGHAN & BUSHNELL 


MANUFACTURING COMPANY 
135 South LaSalle Street 
CHICAGO 3, ILLINOIS 





K 
LOCALLY 


K 


IN YOUR 
STORE 


Dual Heat Soldering Gun Kit Power Sander and Polisher 


model 8200K $79 model 700 $4348 


list list 


Single Heat Solderi 
ingle Heat Soldering Gun All Weller Tools are 


model 81008 $644 guaranteed for 1 year 
list 








Homecraft Soldering Kit 
model 8250AK $4 495 
list 

Heavy Duty Soldering Gur 


model 8250A $7 935 


list 


Order now from your Weller wholesaler 


W a L L E R a L a Cc T R I Cc Cc O P te »s 601 Stone’s Crossing Rd., Easton, Pa. 





new Yale package 
makes Christmas 
sales easier! 





This Yale Travelok makes an ideal Christmas gift for 
anyone who travels a lot, lives in an apartment or 
hotel, or is home from college or the service. Requir- 
ing neither screws nor permanent attachments, the 
Travelok closes a drawer or door over a hardened 
steel slide bar hooked into the stop or strike. When 
the locking case slides up tight, the door or drawer 
is locked. 


Travelok is ideal for lockers, cabinets, closet doors, 


desks, cupboards and other places where portable, 
dependable security is required. 


Want more facts? Circle 101, p. 53 


Hang the colorful new package from pegboard, or 
stand it in the window or on the shelf. The Travelok 
is attractively displayed under a transparent, form- 
fitting blister. Package includes “How to Use” book- 
let, auxiliary locking bar, and two keys. 


Contact your jobber or write The Yale & Towne Mfg. Co., 
Yale Lock & Hardware Division, White Plains, N. Y. 


YALE & TOWNE 


YALE~ REG. U.S. PAT. OFF 
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Check your Turnover Handbook .. . 


Then specify Stanscrew Fasteners 


The Turnover Handbook, prepared by the National 
Retail Hardware Association, shows recommended in- 
ventories for dealers with annual volumes of $50,000 
and $100,000. Stanscrew can supply precisely, in con- ATTENTION WHOLESALERS: 
venient packages, all your handbook requirements— 
through your wholesaler—for machine bolts (hex & hex More and more wholesalers are learn- 
screws), carriage bolts, lag screws, and hex nuts. ing the plus values in Stanscrew’s 
These Stanscrew fasteners come to you in attractive profit-making line. They particularly 
modern boxes which will dress up your shelves. Their 
clean, sharp threads, smooth surfaces, and precise di- 
mensions are visible evidence of a superior product. In 
every possible way they build your reputation as a sup- ae aot, quatity f f you are not al- 
plier of quality merchandise, in the modern manner. ready handling this profit maker, 
See your wholesaler for details. Ask him particularly write today. 


about Stanscrew’s two volume-building counter dis- 
plays for socket set screws and hex key kits. 





like Stanscrew’s fast deliveries .. . 
and the fully competitive prices for 











STANSCREW FASTENERS 


CHICAGO | THE CHICAGO SCREW COMPANY, BELLWOOD, ILLINOIS 
HIMS | HARTFORD MACHINE SCREW COMPANY, HARTFORD, CONNECTICUT 
WESTERN | THE WESTERN AUTOMATIC MACHINE SCREW COMPANY, ELYRIA, OHIO 


STANDARD SCREW COMPANY 2701 Washington Boulevard, Bellwood, Illinois 


Want more facts? Circle 102, p. 53 
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Myers dealers 


STRIKE 
SIT RICE 








in the second annual Myers WINTER PUMP SELLING PROGRAM 


IT'S EASY 


[Myers] 


LAST YEAR Myers created history with the first winter 
Selling program in the pump industry...and its success was 
measured in terms everyone understands—increased pump sales. 


THIS YEAR Myers leads the way again in winter pump 
Selling with the Myers Winter Gold Rush Program. Stake your 
claim with Myers now... for bigger profits and your share of 
the Myers bonanza of valuable prizes. 


e When you sell and install a Myers pump, simply mail the post- 
paid warranty card to Myers. 


e For every warranty card received during the Myers Winter 
Gold Rush Program, Myers will send you Gold Shares which you 
can redeem in valuable merchandise prizes. 


For further information—See your Myers wholesaler or write 
today to “Klondike Ev,” Myers Winter Gold Rush Headquarters. 


The F. E. Myers & Bro. Ca. 


ASHLAND, OHIO KITCHENER, ONTARIO 
SUBSIDIARY OF THE MCNEIL MACHINE & ENGINEERING CO. 
Want more facts? Circle 103, p. 53 
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CC FE dito1 rid 


by W. A. Phair 


The small store future... 


Two very interesting letters were in the past week’s mail. One was 
from a dealer who was concerned about the future of the small store. 
This dealer was convinced that small stores are doomed. 


The other letter was also about small stores and their problems. But 
the writer of this letter did not believe they were doomed. He said 
that they were facing some real problems, but he couldn’t remember 
when they didn’t have headaches. On the other hand, this dealer felt 
that the trouble with the smaller stores is that they don’t like to change, 
and this causes most of their difficulty. 


The writer of this second letter outlined several steps which he, a 
small store owner, had taken to develop new sources of revenue. One 
of these projects was already turning out very well. 


These two letters seem to me to illustrate a fact that we too often 
overlook. This fact is that the success or failure of a store is nota 
question of how small or how large is the store, but, rather, is the store 
performing a useful and valuable service? 


No one can hope to stand still in this moving world, and still hold 
his place. No store can hope to retain its business position, if it stands 
still, unchanged, while its customers keep changing. 


Look back five or ten years at the changes that have occurred all 
around us. Look at the changes that have taken place in the way we 
live and in the products we use. Would you buy a car today that hadn’t 
changed in style or mechanical features in 10 years? Would you buy 
a radio or TV set that hadn’t been changed in 10 years? 


Now, take a look at your store. Has it changed in the past five 
or ten years? Of course, you’re selling modern merchandise, but 
what about the store itself? When was the last time you remodeled? 
Have you improved or changed your service to customers? In short, 
have you kept pace with the changes in the needs and interests of 
changes that are occurring. 


These are important questions, because they are at the heart of 
this question of survival. It appears to me that whether or not a 
store survives will depend on the ability of its management to adapt 
to changing times. No amount of talking will in any way halt the 
your customers? 


The task, then, is to recognize these changes and to capitalize on 
them. How can this be done? The answer will be different for each 
store. The type of neighborhood, the interests of the owner, are just 
two of the factors that vary in practically every store. 


No two stores will find precisely the same solution, but there are 
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Editorial 


continued 


solutions and many small stores will continue to find them. [I think 
some folks have been too hasty in burying the small store. 


The answer is people... 


We are all inclined to pick up habits, as time passes, that fog our 
thinking. Sometimes a dealer will be so busy with routine details 
that he fails to see the changes occurring outside his store. 


When a store owner spends too much time in the back of the store 
buying, the store tends to lose its character. Its displays become 
loaded with a confusing assortment of unrelated items, including 
piles of cheap imports. 


When this happens, you will usually see a decline in the inventory 
and display space allocated to staple hardware merchandise. Then, 
the store ceases to be a hardware store and loses its identity as a 
“hardware store.” When it loses this, it has lost its primary asset. 


Thus, it seems to me, the task of the small store is to recognize the 
importance of watching the store “image,” so that it doesn’t get 
smothered. Then, in seeking avenues for expansion or innovation, 
the first place to look for activities that are related to hardware; 
activities that supplement the hardware lines, instead of conflicting 
with them. 


What area will fit this definition? There are many. For example, 
we see a number of dealers expanding special services, of the type 
not normally available in other outlets. This includes pipe threading, 
glass cutting, key making, cutting curtain rods, etc. The secret here 
is not just to make these services pay their way, but to use them as a 
means of selling other merchandise. This latter phase takes training 
of the sales people, but it’s worth it. 


Drapery hardware is another sleeper; so are electrical sundries 
and plumbing supplies. Lawn mowers are another opportunity for 
expansion. I find a number of dealers who are taking the attitude 
that the department stores and discounters can have the cheap stuff. 
The money is in the quality lines, supported by tillers, and other 
powered units. 


There are other ideas which are being worked, but in each instance 
it requires a change in attitude, in approach. It may even require 
physical changes in the store. And here is the rub. It takes time and 
effort to make changes. Some dealers will make the changes; some 
will fight them. 


Thus, the answer to survival in a small store is the same as in a 


large store, or in any business ... people, the people who manage 
the store. 
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THAN A LINE THAT SATISFIES 


100% OF YOUR CUSTOMERS 
0 


AMES, THE WORLD’S LARGEST MANUFACTURER OF SHOVELS, 
MAKES A SHOVEL FOR EVERY NEED AT EVERY PRICE! 


A few well known Ames brands such as Pony in the quality field, Steel-lite in the middle priced 
field and Ram in the less expensive field will satisfy 3 out of 5 of your customers. Selling 3 
out of 5 of your customers is fine, but that’s only a little over half of your sales potential. With 
Ames you can stock the shovels that meet all your customer demands for quality or price. 
With Ames your sales potential is 100%. 


: i : GARDEN SHEARS 
x “Since COA : SHOVELS 


¢ ™~ 7 : GARDEN TOOLS 
ony finer producls Thrw higher sandards | METAL HOUSEWARES 


PARKERSBURG O. AMES CO. WEST VIRGINIA 
Want more facts? Circle 104, p. 53 
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WASHINGTON 


ews 


A SUMMARY OF EVENTS THAT WILL AFFECT YOUR BUSINESS 


Time to speak on minimum wage. . . 


Now that the election is over, businessmen are being urged to let 
their congressmen know where they stand on the minimum wage 
question. A new wage-hour bill is likely to be introduced in Congress 
next year. Business groups are already at war in opposition to it. 
Small businessmen are being alerted to the dangers they face if 
such a bill becomes law: Higher operating costs, complex record 
keeping problems, actual loss of wage benefits to some employees 
are being cited. Opponents of the measure urge action now, before 
Congress convenes in January. 


FTC warning on bargains... 


The Federal Trade Commission is still warning merchants about 
deceptive advertising. The latest admonishment deals with adver- 
tised bargain prices. FTC says dealers must base bargains on cur- 
rent area retail prices, not on manufacturer’s suggested retail prices. 
Washington area appliance dealers were told recently that a manu- 
facturer’s suggested retail price should only be used for identification 
purposes. Bargain prices which advertise savings over the manu- 
facturer’s suggested price are deceptive, FTC says, and may not be 
true bargains for a given trade area. 


Parking lots, expense or asset? ... 


The Internal Revenue Service has bad news for dealers who have 
signed up for off-street customer parking projects. IRS reversed a 
two-year ruling which permitted merchants to deduct from their 
taxes the amount they paid into city parking lot projects. IRS had 
ruled these costs a legal business expense. Tax men now say such 
parking areas are considered “special projects” and tend to increase 
property values. The deductions are no longer permitted. 


Simplified bargain hunting .. . 


Hardware dealers will find it easier to buy surplus military items 
from the government after the first of the year. A new short applica- 
tion form will be used with space to show type of goods buyer is 
interested in and where he will want to attend sales sessions. Cata- 
logs will be sent to dealers telling about items available and how and 
when to bid. The Defense Department says that sales each year 
include everything from tools and typewriters to submarines. The 
new forms will soon be available at all major military installations 
throughout the country. 
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W RUBBERSET 
OW DISPLAYS FEATURING 


With Rubberset’s exclusive Velvetized-tip® 
for smooth paint flow, long brush life— 
nylon resists water; won't become 

limp and lifeless in water-base latex paint. 


Rainbow PLUS square; 

No. 222— Eye-catching, 
compact display-shipper sells 
one dozen of the most 
popular 4-in. nylon wall . 
brush in the country. Now 
beautifully packaged in 
shape-protecting ““Taper-Pak.” 
Display header recommends 
nylon for latex. 


Want more information, prices? 


Then see your Rubberset representative today or write us! 


| mies RUBBERSET COMPANY 
r be: efris "— $900 Passaic Ave. 


| sa East Newark, N.J. 
Want more facts? Circle 105, p. 53 
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HARDWARE BUSINESS 


Outlook 


TRENDS AND FACTS TO HELP YOU PLAN FOR THE FUTURE 


Buyers remain cautious .. . 


Clue to business trends in the next few months may be seen in 
attitudes of buyers for big manufacturing plants. These men are 
buying only what they need; are not buying beyond production needs. 
Result will be a further decline of factory inventories and more price 
competition. Continued caution seems to be their guide. The October 
survey by the National Assn. of Purchasing Agents shows 51 percent 
of its members continue buying with caution. Thirty-eight percent 
reduced stocks on hand, while 11 percent tell of additions. 


Outlook for 1961: Brighter .. . 


While most observers see little likelihood of any sizeable business 
upturn in the next few months, the outlook for next year seems 
brighter. Reasons for this optimism are: Increased defense spending 
at about a minimum of $2 billion; rebuilding of retail inventories; 
increased money supply brought about by the Federal Reserve Board 
working for a policy of active ease; and increases in most all types 
of construction. 


Competition will be rougher... 


Failure of retail business to pick-up as much as expected so far this 
fall is causing many retailers to step-up their Christmas promotions. 
Idea is to recoup as much of the lost ground as possible. This means 
that competition will be rougher than usual as Christmas nears, 
especially in large metropolitan areas. It’s important to gear buying 
to selling. Wholesalers expect heavier-than-usual last minute re- 
orders, 


Trend is to remodeling ... 


Despite a slowdown in some lines, demand for hardware materials 
for repair and remodeling of homes is picking up. This usually 
happens in periods of economic uncertainty. New purchases are put 
off, and do-it-yourself develops. Could be very big help to dealers in 
making up losses in other departments. This year, home-owners 
spent $15.1 billion on repair and remodeling jobs as compared with 
$14.3 billion in 1959, and $11.5 billion in 1958. For every $3 spent 
on purchases of new homes this year, $2 was spent for remodeling 
older homes, 


... Turn to page 89 for more news of How’s the Hardware Business. 
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S ihe in 18” size. 


vir. Dealer, We Offer YOU: 


UNSURPASSED QUALITY, DURABILITY, PERFORMANCE 





AND A COMPLETE, ACCEPTABLE, PROFITABLE LINE! 


NEW?! ree-rrim FRONT DISCHARGE 


DeLuxe reel, self-propelled and push combination with 
superior maneuverability . .. Handle lifts to self-propel 
through positive clutch—no levers to push or pull—bal- 
anced for effortiess operation—trims to %” of walls and 
fences. Has front discharge into a safer all-steel grass 
catcher. Rugged 3 H.P., 4-cycle, lightweight aluminum 
engine with float feed carburetor and impulse starter... 
Snap starts without engaging reel or transmission. Posi- 
tive clutched wheels assure smooth operation without 
side motion. Remote controls for start, run, stop on 
handie. Cutting heights from %” to 2%” easily selec- 
ted. Heavy welded steel chassis. Available in 2 models. 


J 


we P5521, 21”, DeLuxe self-propelled reel, 
H.P., Recoil or impulse Storter... Also 





able also in 19” size. 


MODEL P622-HS, 22” Deluxe Rotary, 3 H.P., 
or Recoil Starter, Finger-Tip Height Adjustment. Avail- 


NEW! vacu-mow set ROTARY 


Does superb job of cutting . . . vacuum cleans lawn of 
all grass, twigs, leaves, etc., with its exclusive baffled 
jet stream tunnel design. Packs more grass solidly 
into the safety-engineered all steel grass catcher than 
conventional mowers. Has remote handle controls and 
finger-tip height adjustment. Powerful, 3 H.P., light- 
weight aluminum engine, with impulse starter and float 
feed carburetor, handles the toughest mowing jobs. 


Available in 6 models, 20”, 22”, 24”—3 self- 
propelled. Also in 6 conventional models without 
baskets or Vacu-Mow design. 


Electric Rotary Gear 
with Adjustable Cutting 


Also available in Model P817-EB, 
Belt Drive, 1 H.P. 


MODEL P817-E, 17” 
Drive, 1% H.P., 
Heights. 


Impulse 








@ “The finest mowing equipment ever built!”’. . . 
that is what we say about the new 1961 Pincor 
Line. Dealer acceptance has been enthusiastic too. 
When you discover the combination of their supe- 
rior design, ultra precision, and unusual perform- 
ance features, we believe you will agree. 

Pincor offers you a complete 1961 Line of 


power lawn mowers... Reel, Rotary, and Elec- 
tric models from 17” to 24” in self-propelled and 
push types. 

Now is the time to plan for your best year in 
mower sales—with New 1961 Pincors... there are 
none better! Write for complete details and Pincor 
Profit-Making Prices. 


There’s A Nationwide Network of Pincor Authorized Service Stations 


Pincor-trained mechanics offer a complete mower and engine service throughout the United States and Canada 


GASOLINE 
ENGINES 


ELECTRIC 
GENERATING 
PLANTS 


ELECTRIC PORTABLE POWER TOOLS 3 


Manufactured by PIONEER GEN-E-MOTOR CORPORATION 5840 w. Dickens Ave., Chicago 39, Ill. + Telephone BErkshire 7-4100 
Want more facts? Circle 106, p. 53 
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MERCHANDISING 


newsletter 


A REPORT TO HELP YOU MAKE BETTER LONG RANGE PLANS 


IS THERE A RESENTMENT GROWING AGAINST SELF SERVICE? A lot of market 
experts say "yes!" In the early days of self service, the trade 
felt that lower prices, speedy shopping justified lack of atten- 
tion they got in stores. Many buyers no longer feel this way. 
They feel there's little to be saved in compensation for cran- 
ming the kids into the family car, driving out of the neighbor- 
hood, and standing in checkout lines. It could be that the neigh- 
hood dealer, with his many services and needed advice, is in for 
a@ renaissance. The anti-self service mood so far seems directed 
against food stores, but it could become far reaching. 
































AN ARMY OF PETTY CROOKS IS READY TO MARCH. FBI chief J. Edgar Hoover 
warns: Be alert or lose money! The crooks' weapons are pens and 
blank checks. Their prey are nervous, harried, ill-trained Christ- 
mas employees. Their timing, the busiest days and hours, is per- 
fect. And they are joined each holiday season by seasoned crinm- 
inals who specialize in stealing checks from mailboxes and cashing 
them in stores like yours. Either way, you lose plenty. The only 
protection: Positive identification. If doubtful, refuse to cash 
checks. If truly suSpicious, quietly call a cop. 



































SHELVE A MONEYMAKER. Somehow, a lot of dealers have developed 

the notion that demand for water systems, plastic pipe, and metal 
plumbing is nil in winter. Some dealers pack away these profitable 
lines in deference to glittering holiday goods. But remember, 
pumps fail, improvements are made, and homes are built in winter, 
too. This trade is lost through indifference. Some 40 percent of 
the pump market is a winter market. Winter can become as good as 
Summer for pump sales with working displays, live promotions. 























MANY DEALERS PACK ‘EM IN THE DAY AFTER CHRISTMAS. Your competitors do 
big volume in Christmas trims on Dec. 26. Customers flock in for 
bargains and replacements they didn't know they needed. And bat- 
teries are in heavy demand for gift cameras, radios, gadgets, 
powered toys. Customers, especially the kids, have gift dollars 
to spend. Train accessories and other toys are active. Bike locks, 
trims move fast. The trade expects bargains in all departments. 


Cooperate, and watch the action! Plan your “Day after Christmas 
Sale" now. 






































14 © HARDWARE AGE, November 17, 1960 





No. 280 
CONTRACTORS’ PICK 


No. 75 


PINCH POINT 


CROWBAR 
18, 22 LB. 


No. 88 
TAMPER TOP 
POST HOLE DIGGER 
16 LB. 


No. 74 
WEDGE POINT 
CROWBAR 
18 LB, 


No. 229-H 
NEVADA (Long Pattern) 
STRIKING HAMMER 
8 LB. 


~ 
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No. 430 


PICK MATTOCK 
No. 2% 5 LB. 


CLAY PICK 
5, 6,7, 8 LB. 


No. 424 
CUTTER MATTOCK 
3, 5 LB. 


No. 63-E 
EXTRA QUALITY 
WRECKING BAR 
24", 30°", 36" Length 


No. 400 
SQUARE HEAD WEDGE 
3, 4,5 LB. 


No. 63 
CARPENTERS’ WRECKING 
BAR 
12°", 18°", 24°", 30°", 36" Length 
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Stock these 
IRON CITY TOOLS 


for 75% of your 
heavy hand tool 
requirements 


Here are the Iron City Tools with 
the fastest turnover. Three of 
every 4 calls for heavy hand 
tools are for one or more | 
of these items. You can stock @“ 
the weights listed with con- 
fidence — they'll move. 


4, 6, 8, 10, 12 LB. 
most popular 
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Sensational Precision Radial 


from America’s 
Most Advanced 
Power Tool 
Engineers 


Ives You Extra Profits from Your Customers 


Adapts to these 60 Popular Model Saws, and More 





AMERICAN—Models 6-00, 7-00 


BLACK & DECKER — Models 
430, 63, 730, 830 


McGRAW - EDISON — Models 
1055, 1055A, 256A 


MILLER FALLS— Models 626, 


SEARS — Models 02784, 02790, 
02796, 02789, 02787, 25880, 27870 


SHOPMATE — Models SC-700, 
SC-700M, SC-700-3, SC-7100, 
SC-7100M, 6208 


SKIL — Models 533, 536, 552, 
PET— Models 630M, 635M 553, 554, 698 


PORTER-CABLE — Models 66, SPEEDWAY—Models 460, 475, 
ELECTRO—Model 701 160 485 


727, 646, 747 


MILWAUKEE-—Models S-16, 
S-17, S-18 


CUMMINS—Models 717-01, 
737-01, 757-01, 7800-01 


DORMEYER—Models CS-2, 
CS-8, CS-5 


You'll Profit from SHOPMATE’S 


Radial Arm & Portable 7” Safety Saw, too 


Now your customers can have all the cuts and features of radial saws cost- 
ing almost twice as much— plus the versatility of a portable saw that you 
can take to the job! Shopmate’s new radial arm gives wide panel ripping 


STANLEY—Models H-65, H-68, 
H-70 


STARFLYTE — Model SC-730M 


SUNBEAM — Models 72, 72-3, 
HD-199 


TRUSTWORTHY — Models 
TW700, TW7100 


WARDS — Mode! 8900 





(a full 25% inches, or to the center of a 51” panel), compound, cross cut and 
tapered rip sawing, as well as contour, rabbet, fluting, radius and champfer 
cuts—made accurately at any angle. 


Check these anna oes Arm features! Model UP-25 


Radial Arm Saw (SUG. RET.) 


$1599 


Complete as 
illustrated 


1. Fast setting 
changes with au- 
tomatic stops at 
90° and 45° left or 
right. intermediate 
angie stops easily 
made. 


2. Large sturdy 
base for firm sup- 
port. Quick set- 
tings with easy-to- 
read calibrated 
scale. Column is 
nickel plated. 


3. Husky Carriage 
has quick-set han- 
die. index lever for 
speedy adjust- 
ments to rip posi- 
tions and accurate 
return to 90°. 


4. Precision ma- 
chined track has 
adjustable ball 
bearings, lifetime 
lubrication. Sets to 
any rip position 


with precise scale. 


SHOPMATE’S 17” Safety Clutch Saw 


Ideal for use either as a portable 
saw or with Radial Arm. With this 
7-inch safety clutch saw you have as 
much cutting capacity as the more 
expensive units with 9” blades. 
Either carried to the job as a port- 
able saw or used on the radial arm, 
this saw gives you more features at 
less cost. Safety clutch ends kick- 


back, prevents burn-out, adds years 
to life. Powerful Series AC 115-volt 
motor delivers 5,000 rpm with no 
load, 3,000 rpm with full load. Mirror 
finish. Aluminum die cast housing. 


Sold Separately 
Model 
com $4998 


SUG. RET. 


Portable Electric Tools, Inc. 


1200 East State Street, Geneva, Illinois 


in Canada: Portable Electric Tools Ltd., 452 Birchmount Road 
Scarborough 13, Ontario 


Want more facts? Circle 108, p. 53 
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SHOPMATE 
first truly UNIVERSAL Adapter 


The new Universal adapter by 
Shopmate will fit practically any 
portable power saw made and turn 
it into a radial saw. Here is the first 
positive, fast adapter, permitting re- 
moval of portable saw in only 8 
seconds. The portable saw can be 
removed from yoke, and used as a 
portable saw right at the job. 
Adapter always stays on saw for ra- 
dial or portable work. Combines ver- 
satility of a portable saw with the 
patternmaker precision of a radial 
saw. Yoke provides for accurate an- 
gles and accurate return to track on 
radial arm. Precision calibrated set- 
tings every 5 degrees from 0° to 90°. 


Radial Arm Complete 
with AP-59 a GS 

Universal Adapter 
SUGGESTED RETAIL Model KRAS-100-4 


Gives 


60 Saws these Precision Cuts 


1 
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Portable Electric Tools, Inc., Dept. HA-11C, 1200 East State Street, Geneva, Illinois : 
In Canada: Portable Electric Tools Ltd., 452 Birchmount Road, Scarborough 13, Ontario 
[}] Please send complete information about the new Shopmate Radial Arm with Universal 
Adapter for practically any saw [} Complete Shopmate Radial Arm with portable 7” saw 
[} Shopmate portable 7” safety clutch saw 


Name. 











Address 
City... 








My distributor is :__ 








INBOARD RIPS 
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The December 1960 issue of POPULAR SCIENCE will 
carry a dynamic sales-making insert booklet... 
exciting enough to whet the appetite of 7,000,000 tool- 
using POPULAR SCIENCE readers. 

This insert booklet really pays off...will be 
jam-packed with 101 hints on the uses of the BERNZ.O. 
MATIC Torch. Such things as how-to solder, sweating 
copper tubing, plywood sculpturing, etc., will make 
this handy tear-out booklet one to be saved...and 
create unlimited customer demand. This booklet will 
make the torch as popular a home handyman tool as 
the electric drill. More than just another ad... here's 
an extremely well-illustrated piece of sales literature 


Want more facts? Circle 109, p. 53 A 
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going to your best sales prospects. Extra tie-in sales 
such as solder, plumbing supplies, fixtures, etc., will 
start a chain reaction to send your profits soaring. 
Profit-wise dealers will cash in on this Big BERNZ 
Bonanza and set up BERNZ-O-MATIC Torch displays way 
up front so POPULAR SCIENCE customers can see them. 


POPULAR 


SCIENCE 


355 LEXINGTON AVENUE, NEW YORK 17, N. Y. 
Want more facts? Circle 110, p. 53 > 
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ANNOUNCING 
THE SHOWPLACE MOWER 


... the new compact line for the modern mower market 















































REOs on the move again 
with an eye-catching 


redesigned quality line 


for [96] 





The Reo name and Reo quality have sold over 2 million mowers. Now Reo is 
moving forward again with an all-new line for the replacement market of the 60’s. 


New showplace look . . . new luxury features... even a brand-new plant to produce 


the most modern power mowers ever made. 


Look at it . . . the first power mower line to make 
beauty a sales feature! Every Reo is its own best 
display. Eye-catching . . . with the look of quality. 
They’re rugged, efficient, and loaded with luxury 
features; yet they’re priced within the reach of all 
your customers! 


Look at the deep deck and full baffle—the secret 
of Reo’s double-cutting suction action. Look at the 
simple controls, the convenient Handi-Handle, the 
impulse starter, the high styling that put Reo 
ahead of any other mower. 


A Reo for every prospect! The new compact Reo 
line gives you a new, high-style model in every price 
range, backed by the famous Reo lifetime warran- 
ties on the safety steel deck and crankshaft, and 
the full-year warranty on mower and engine.* 


*Motor Wheel Corporation will repair or replace any defective steel 
deck and bent or broken crankshaft on its rotary mowers during 
the life of the units. Any defective parts in engine or mower on 
all units will be repaired or replaced within one year from date 
of purchase. 


AND IT’S BACKED BY A NEW LOOK IN 
ADVERTISING AND PROMOTION! 


> 


= be 











Full-page advertis- 
ingin The Saturday 
Evening Post. 


Promotion kit of Reo ad mats, mailers, 
radio and TV scripts and spec sheets. 











| 
In-store display Colorful window banners, plus 


pieces make on-the- _ banners for “‘trade-in” promotion. 
spot Reo ‘‘sales 


clinchers.’’ 


POWER 
MOWERS 


PRODUCT OF MOTOR WHEEL CORPORATION «+ LANSING 3, MICHIGAN 


No clumping, finer clippings! Deep 
safety deck and full baffle 
for guil-wing blade create 
Reo’s double-cutting suc- 
tion action. Clumps don’t 
form and clippings vanish! 


No crankshaft damage! Every 
Reo has a lifetime warranty 
against crankshaft damage. 
Exclusive Reoflex blade ab- 
sorbs all the shock of strik- 
ing obstacles. 


Fingertip height-adjustment! Set 
cutting height instantly 
from 1 to 3 inches with a 
snap of the straight-through 
axle. Simple; can’t go out 
of adjustment. 


Rugged Reo Raider Engine — 
Powerful Reo engines have 
plenty of surge for tough- 
est jobs, are famous for 
reliable, trouble-free per- 
formance year after year! 


impulse starter! On most mod- 
els, a few turns and a push 
on the release lever starts 
Reo instantly! Reo rotary 
mowers have snap-on mul- 
ching covers, too. 


Safe, simple controls! Sturdy 
one-knob control is right at 
your fingertips for simpler 
mowing! Four models 
have handy utility box on 
handle, too! 

















1. Reo Chrome Supreme 21”—The ultimate in rotary 
mowers! Powerful, efficient . . . loaded with luxury 
features. Chrome-plated deck and shrouded 4-cycle 
Reo Raider engine with impulse starter. Full 21” cut, 
34” trim. Model 421 ASC. Approx. shpg. wt.: 80 lbs. 


2. Reo Supreme 21”—All the fine mowing features 
of the Chrome Supreme 21”. Safety-steel deck; Handi- 
Handle, impulse starter, deluxe engine shroud; a big 
buy for your customers! Full 21” cut and 3%” trimming. 
Model 421 AS. Approx. shpg. wt.: 80 Ibs. 


3. Reo Deluxe 21”—Shrewd buy for customers who 
want to spend a little less! Completely baffled, with 
4-cycle Reo Raider engine, straight-through axles, and 
automatic rewind starter. Full 21” cut, %%” trim. Model 
421 AD. Shpg. wt.: 70 lbs. Super Deluxe 21”, Model 
421 ADI, has impulse starter. Shpg. wt: 70 lbs. 


4. Reo Deluxe 18”—Light, easy-to-use rotary that 
does a big job at a bargain price! Fully baffled with 
safety steel deck, mulching covers included. 4-cycle Reo 
engine, snap-action height adjustment, automatic re- 
wind starter. Model 418 AD. Approx. shpg. wt.: 60 lbs. 


5. Reo Super Deluxe Power Drive—Popular self- 
propelled Reo rotary! Front wheel drive with traction 
tread wheels. Impulse starter, snap-action lever height 
adjustment. 21” cut. Model 421 API. Approx. shpg. 
wt.: 94 lbs. Deluxe Power Drive, Model 421 AP, 
without impulse starter. Approx. shpg. wt.: 94 lbs. 


6. The Reo Rider— Top of the Reo line, the finest riding 
rotary made! Top speed of 514 m.p.h. for fast, efficient 
mowing; three forward speeds, one reverse. Hugs 
slopes; cuts up to 4-foot weeds. Push-button electric 
starting. Model 426 AE. Approx. shpg. wt.: 353 Ibs. 


General Sales Manager, Reo Power Mowers, 
Motor Wheel Corp., Lansing 3, Mich. 


Please rush dealership information about how | can get on the 
Reo Band Wagon. 


Name 





Company 





Address 





City Zone State 








vailable Now! 


NEW — AUTHORITATIVE — COMPLETE 


HARDWARE AGE 


BUILDERS HARDWARE 
HANDBOOK 


by Adon H. Brownell, A. Hi. C. 


All the basic facts about Builders’ Hardware presented in 
simple, easy to understand language. 


Detailed descriptions of functions — applications — specifica- 


tions and estimating. 


A time saving, profit making reference for 


234 pages 
385 illustrations 
81/2” x 11” clothbound 


Architects * Hardwaremen °* Teachers 
* Students * Contractors 


Skillfully organized and easy to understand, this exclusive hand- 
book provides the information necessary to operate a basic 
builders’ hardware business at a profit. Not since the publi- 
cation of "Taking the Mystery Out of Builders’ Hardware" by 
Mr. Brownell, in 1940, has there been made available in one 
source so much practical, down-to-earth information about the 
-builders' hardware business. 


Recommended by 


National Builders’ Hardware Association 
and the American Society of 
Architectural Hardware Consultants 


Mail This Coupon Today 


‘HOUAUNTH AGUMUaTA .SasaG tila ~~ 








Hardware Age, Dept. Al Please send me copies of HARDWARE AGE 

56th & Chestnut Sts BUILDERS’ HARDWARE HANDBOOK by Adon H. 

Philadelphia 39, Pa. Brownell, A.H.C. | will send payment upon receipt 
of the invoice in the amount of $8.00 per copy, plus 
45 cents handling and postage. 


State . 
Check here if sending payment with order, saving you the 45 cents 
handling and postage charge. 








Check this table 
of Contents 


for 9 helpful sections 


Section I—How to use this Handbook 


Suggestions to Students 
Ten Basic Rules of Conduct 


Important Matters Affecting 
Builders’ Hardware 


Section Il—Metals and Finishes 
Section III—The Hinge Side of the Door 
Section |\V—The Lock Side of the Door 


Section V—Other Door Hardware 


Door Closers, Silencers, Stops, 
Holders. Cabinet, Stiding Door 
and Lavatory Hardware. 


Section VI—Window Hardware 


Double Hung, Casement, Transom, 
Shutter and Screen. 


Section Vil—Hardware for Specific Types of 
Buildings and Other Hardware 
Matters of Interest. 
Specialty Items that Build Pius 
Sales. 


Lock Security and Keying 
Proprietary Key Systems 


Section Vill—Specifications— 
Sales and Service—Biue Prints. 


Quoting, Selling, Servicing, 
Scheduling. 


Section 1X—Management 


(Sales Potential, Gross Profit, 
Turnover, Costs, Compensation for 
Salesmen, Personnel) 
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It takes more than merchandise 
and promotions to make a store 
profitable. You must also have 
a high P factor. How does your 
store rate? What can you do to 
improve your rating to profit 


from the big Christmas rush? 


by E. L. Barringer 


managing editor 


HARDWARE AGE feature articles 
November 17,1960 Volume 186, No. 10 


“P Factor 


in selling 


This will happen during the coming Christmas sea- 
ae 

There will be two hardware stores in the same town, 
located perhaps a half mile from each other. The two 
stores will be pretty much alike in general appearance, 
size, and in the lines of merchandise they stock. Their 
prices will be about the same. 

But, one of these stores will be busy throughout the 
holidays. It will always have good traffic. In the days 
just before Christmas, you will always find customers 
waiting for clerks to take care of them. This store will 
most likely show an increase in sales and also in profits 
for this Christmas season, as compared with a year ago. 

The other store will seldom be real busy. The traffic 
will be a little better than at other times in the year, but 
it will never be as high as the other store. If its sales for 
the holidays equals a year ago, the owner will be happy. 

What makes this difference in two competing stores? 

We call this difference the “P factor.” It’s something 
that is hard to describe; you can’t see it, but you can feel 
it as soon as you step into a store. 

Another name for this P factor might be “store per- 
sonality.” It is a combination of the impression made on 
customers by the attitude of the sales people, their 
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The P FACTOR in selling 


(Continued ) 


friendliness, their knowledge of the merchandise, their 
effort to be helpful, and the ability of the store to sup- 
ply what the customer wants. 

It may seem strange to say that a store has a per- 
sonality, but it is a fact that stores do have personali- 
ties. Ask your wife; women have definite opinions on 
this. Think of your own experiences and you’ll realize 
that a great many of your buying decisions are based 
on personality. 

What kind of a P factor does your store have? If it 
has a high factor, chances are that you will have a very 
busy store this Fall. If it’s low, there won’t be much 
improvement, if any, over a year ago. 

This P factor is important; it can make the dif- 
ference between a really successful store and a store 
that just gets by. 


Check your ‘‘P factor’ Rating 


The “‘P factor,”’ or personality of your store, is made up 
of many small, but important factors. If you can an- 
swer “‘Yes’’ to most of the questions below, your store 
probably has a high P factor. If you must answer “‘No”’ 
to many of the questions, it will pay you to review your 
selling ideas. 


Do your salespeople smile? 


Are your salespeople posted on advertised 
specials? 


Do you tell your salespeople about new 
items when you put them on display?. .. 


Do they have a friendly approach to 
customers? 


Do they go to the customer instead of wait- 
ing until the customer comes to them? 


Are they trained to explain to a customer 
how to use the specialized products 
you sell? 


Do they keep bins full and tell you about 
low items and outs? .... ; 


Do they always say, “Thank you, come 
again,’’ when they make change? .... 


Have you explained to them the importance 

of en enthusiasm in what they 

do? 
Have you told them why the Christmas sea- 

son is so important to the store? ............ 
Do you try and make them feel part of a 


Do you spend most of your time on the 
sales floor, rather than hiding in the 


Have you explained the best way to sug- 
gest alternate items? 


Do you set a good example in personal 
neatness and friendliness? 
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How can a store develop a high P factor? It can be 
done, if you, the owner or manager, will put a little 
extra effort into building up the skills and spirit of 
your salespeople. 

Most dealers have spent a lot of time working on 
holiday promotions, selecting decorations, buying mer- 
chandise. But few are doing anything about preparing 
their salespeople for this big important sales oppor- 
tunity that comes once a year, at Christmas. 

The P factor is especially important during the holli- 
day season. This is the time of year when real sales- 
people stand out. Indifferent salespeople buckle under 
the pressure. The ability of managers to keep their 
staffs enthused, patient with customers, and smiling 
throughout the day pays off in extra sales. 

Customers can be difficult during the holiday season, 
even those who normally are kind and courteous to 
sales people. Customers often are hard pressed to make 
decisions on gifts. There is much shopping, much ask- 
ing of questions, a great deal of indecision. 

On top of this, sales people have their problems, too. 
Store hours are longer. Lunch hours are shortened. 
There is extra physical work restocking shelves, hunt- 
ing for merchandise in the store room. 

The whole set up is geared for salespeople and cus- 
tomers to get on each other’s nerves. 

A build up of the P factor for the holiday selling 
season starts with the basic fact that salesmen are 
made, not born. A store manager can do something to 
build up indifferent salespeople, to make good sales- 
people better. Management can do something, even for 
the short haul over the holiday season when the going 
is especially rough. 

All too often, the handling of salespeople is uninten- 
tionally neglected. Holiday selling plans include laying 
in the merchandise, preparing for layaway, getting up 
the mailers and advertisements, arranging the toy and 
gift departments, decorating the store, getting some 
extra sales help and giving them a quick going over on 
sales policies. But what about the regulars? How about 
giving them a little extra attention and encourage- 
ment? 

How can you do this? The best method is to hold a 
sales meeting. Build up a store spirit. Don’t overlook 
the value of an incentive plan. 

A staff meeting during the next few days will doa 
lot to bolster your salespeople. Then, during the season, 
get around:-on the floor. Make it a point to talk with 
every sales person, to give them a little more atten- 
tion, to let them know that you too have problems, but 
you still have time to appreciate they have problems 
also. You’ll find your people can take a lot of guff from 
the customers if they know the boss is sympathetic. 

The points to take up at a staff meeting, and to 
mention during individual talks, are those that make 
up the P factor. Physical qualities of a salesman, such 
as neatness and a crisp appearance, are important. It 
takes more than physical neatness to make a salesman 
a superior producer. 





Ten Commandments for Retail Salesmen 
(As suggested by a customer) 


| Thou shalt be friendly. 
| may never complain if you are not friendly, 
but then, | may never come back to your store. 
Be glad to see me, even if !’m not your best 
customer. 


i! Thou shalt smile. 
Smiles are contagious, so are frowns. A hearty 
smile says ‘“‘Welcome’”’ in the best possible way. 
It lays the groundwork for pleasant shopping. 


lll Thou shalt be helpful. 
Be considerate if | seem dumb or confused. | 
want to buy some hardware, but, I’m no expert. 
You are. Your patience with my ignorance will 
pay off. 


IV Thou shalt know thy merchandise. 
Know the location of your merchandise. Know 
when to spot lows that may become outs, so 
| won't be disappointed tomorrow. 


V Thou shalt be considerate. 
Don't tell me your troubles, I’m the customer. 
| have troubles of my own. But do show me how 
your products and services will help me. 


Vi Thou shalt be up to date. 
Be familiar with new products you sell. Know 
prices, uses, limits, guarantees, construction, 
and delivery schedules. 


Vil Thou shalt be aware of advertising. 
Know what the store is promoting. Keep dis- 
plays and signs of advertised items where | 
can see them. Tell me why they are good buys. 


Vill Thou shalt be enthusiastic. 
Sell me with enthusiasm and conviction. Dem- 
onstrate products with ease and familiarity. If 
you're not enthusiastic, don’t expect me to be. 


IX Thou shalt not push me. 
High pressure salesmen are my pet peeve. They 
try to make me buy things | don’t want, and 
will surely return later. Tell your sales story in 
a low key, but sincerely and honestly. 


X Thou shalt make my shopping easy. 
Put like things together; put the price on every- 
thing. Identify your departments so | can find 
what | want. 


The effective salesman has a friendlier smile, is 
more enthusiastic, has a knack of finding out what 
customers really want and knows how to present mer- 
chandise with emphasis on how the merchandise fills 
the customer’s needs. 


Here are some facts to discuss at your sales meeting: 

SMILE. Here is a word that is good for an hour’s 
discussion any day of the week. You cannot get away 
from the fact that a friendly smile sets up the tone of 
the sale right from the start. 

Greet a customer with a friendly smile and half the 
battle is won in finding what the customer wants to 
buy. There is no better way to start a sale than with a 
friendly smile and a cheery greeting. If you cannot 
wait on a customer immediately, a friendly smile does 
more than a thousand words to let the customer know 
that you know he is in the store and that you will 
wait on him as soon as possible. 

ENTHUSIASM. Here is a quality difficult to pin 
down in words, A sales person can be enthusiastic 
about the products he sells. He can be enthusiastic 


about the store in which he works. He can be en- 
thusiastic about the manager. He can be just plain 
enthusiastic about himself, about the fact that he is 
alive, has a job, and is happy that the customer came 
into the store where he works. Enthusiasm shows right 
through. Lots of it rubs off on the customer. And it is 
very difficult for a customer to say “No” to an en- 
thusiastic salesperson. 

FIRST THINGS FIRST. To a salesman, this means 
selling merchandise. To the customer, it means his 
problem, the reason he came into the store. The good 
salesman has to learn what the customer has on his 
mind before he can start selling. This means more than 
just finding out that the customer wants to buy some- 
thing. 

For instance, the holiday customer wants to buy a 
gift. But who is the gift for, what price does the cus- 
tomer want to pay, is the gift to be something practical 
or something fancy? It only takes a few questions to 
get the answers, and until the sales person has the 
answers how can he start to sell? He might by sheer 
luck suggest the right gift on the first try. Chances 
are he’ll waste a lot of time before he runs onto the 
right suggestion by the hunt and try method. 

PRODUCT KNOWLEDGE. This factor involves 
far more than just knowing how a product is made, or 
how it works. What counts is showing the customer 
how the product will fill his needs. That’s what the 
customer really wants to know. It is more important 
to him than the price. Show the customer how the 
product will benefit him and the customer will want it 
more than he wants to keep his money in his pocket. 

NEVER SAY “NO.” No store can possibly carry 
everything all the time. Eventually a customer is going 
to ask for an item not in stock. The natural inclination 
is to say “No, we don’t carry that.”’ Don’t do this. If 
you don’t have what the customer wants, suggest some- 
thing else. Suggest some item that is similar, if you 
have it in stock. If not, then suggest some item that 
might fill the customer’s need in another line of goods. 

This approach is one way of being helpful to the 
customer. Possibly a customer does want a specific 
item, in a specific brand. In that case a soft approach 
on a suggested different item lets the customer gently 
back out. But in many cases a customer is pressed for 
time, or not really firm in a gift selection, and a sug- 
gestion will be welcomed. 

PROMISES. Keep your salesmen posted on just 
where you stand on deliveries, when more merchandise 
will be coming in. These things are mighty important 
during the holiday selling season. 

Customers want precise information, and it is 
mighty frustrating to a salesperson not to know, or 
to spend valuable time finding out. 

You may feel your store has lots of advantages over 
the competition. Maybe you are right. Perhaps, on 
sheer physical things, you have a lot more to offer. 

Never forget, however, that customers do not buy on 
merit. They buy at certain stores because of the human 
element, because they like the salesmen. This is the 
P factor at work. Play it to the hilt this Christmas. 
Bolster your sales people right now, and keep on 
bolstering them right up through Christmas eve and 
you'll give your 1960 Christmas promotion that extra 
boost to reach your sales goal. ——E nd 
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Your customers are spending more and more dollars each year to decorate their 


homes for the holidays. When should you promote trims? 


Here’s a schedule that will bring 


more of this trade to your store. 


to promote them 


Christmas trims are big business, growing each 
year as more customers enter the contest to make 
their homes the pride of the neighborhood. 

With planning you can share this pie. 

Tree decorations and lights promotion starts the 
week after Thanksgiving at the Lakewood Country 
Store, in the Lakewood Shopping Center just south of 
Tacoma, Wash. 

The reason: 

Volume sales of decorations and lights come in the 
week ahead of the week-end that customers decorate 
their homes and trees. The week end varies with the 
day on which Christmas comes. 

Since Christmas comes on a Sunday this vear the 
Lakewood Country Store expects its customers will 
decorate on Dec. 17 and 18. Hence, volume sales will 
come during the week starting Dec. 11. 

The promotion is started right after Thanksgiving 
to get customers thinking about their tree and home 
decoration needs. Some customers buy as soon as the 
merchandise goes on display, and many shop the sec- 
tion to return later in December to make purchases. 

This is the experience of Ed Stevens, manager of 
the store. The store’s tree and home decoration stock 
is about $2000, at dealer cost. About 80 percent of the 
stock is sold at full markup, and the balance is closed 
out at clearance. 

“We kave built our sales of Christmas decorations 
primarily by concentrating on unusual items,” Mr. 
Stevens explains. “We do not try to compete with 
variety stores and super markets with price promo- 
tions. We buy the biggest part of our stock at gift 
shows in January.” 

The store’s stock and retail price level are in keep- 
ing with the trade area, the upper middle income 
category. 

Another source of Christmas selling season profit 
is the store’s “office party” promotion. Several years 


q petinediaain “i 


Home and tree decorations go on display about three 
weeks before the heavy selling season. 








ago Mrs. Stevens suggested a gift display of party 
items might take hold. Mr. Stevens laid out two small 
tables of “gifts for the office party.” One table was 
placed in the hardware department, the other in gift- 
wares. Most of the items were in the $1 and under 
category. Last year the two tables accounted for about 
$600 in retail sales. 

The Lakewood Country Store also makes a profit in 
catering to the “perplexed” Christmas shopper. This 
is the customer who does not know what to buy as a 
gift for a certain person, and doesn’t know where to 
start shopping. Mr. Stevens selects two or three items 
to suggest to such customers. These items are in the 
$5 to $10 retail price bracket. They can appeal to men 
and women. For instance, last year the most popular 
gift for the “perplexed” customer was a flashlight 
with a rechargeable battery. 

Toys are a year around department, with the stock 
tripled for the Christmas selling season. 

“Toy buying is always tricky,” Mr. Stevens ex- 
plains, “but especially so for the dealer who does not 
carry toys all year. 

“Our year around stock provides us with an outlet 
for items that do not sell during the Christmas season. 
Even so, there are a number of items left over that 
will sell slowly during the rest of the year that we 
clear out right after Christmas. We advertise our 
clearance sale in a Tacoma daily newspaper. 

“Timing is all important. The first day or two after 
Christmas the children have money of their own to 
spend for toys they wanted but did not receive. If a 
dealer doesn’t get his ad in the paper in time to attract 
this post-Christmas buying season, he loses a chance 
to move a lot of leftover stock.” 

Space is always a problem for the hardware dealer 
at Christmas, Mr. Stevens points out. However Mr. 
Stevens suspects that many dealers, including himself, 
have overlooked the possibilities for added display 
space by compressing some regular departments. 

“I’ve known for a long time that some paint does 
not sell in December for obvious reasons,” Mr. Stevens 
says. 

“This past year we have been conducting a detailed 
survey of all departments, including paint. Normally, 
paint accounts for 20 percent of total sales in the 
hardware department. I was interested to note last 
year that paint accounted for only 6 percent of the 
hardware department’s sales during December. 

“On the basis of this experience, I plan for 1960 
to compress my paint stock to take up only one-third 
of its normal shelf space, carrying only an accom- 
modation stock of most-wanted items. We will then 
move giftwares or some other Christmas-type of 
merchandise to this shelf space. I’m sure this: will 
create new Christmas business for us this year.” 

——§E'nd 
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Invest in a good 


STOCK COUNT 


Here are the reasons why inventory taking A good inventory is the keystone to all 
other records you maintain during the fis- 


can be one of your most crucial cal year. 
Accurate inventory figures put all other 


undertakings in the fiscal year and here records into balance. A poor inventory 
. F 9 ° S 
counting job can make other records use- 


are tools to do the job better, faster. less. You simply have to know what you 
own. 

The other considerations keyed to the 
need for a good inventory are nearly end- 
less: Determining open-to-buy and mark- 
downs, honest income tax reports, learning 

Here's how to use HA Inventory Sheets. If you follow the soft and strong spots, checking on pil- 
instructions noted in the margins. Hardware Age Inventory ferage, etc. 

Sheets will provide you with a more accurate inventory If you will admit that inventory is a 
that will help you plan for next year without guesswork. Even crucial job, and that you 
if you do not plan to use these sheets, the ideas behind the 

instructions will prove valuable. 
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form C402 INVENTORY RECORD 


HARDWARE AGE 








DEPARTMENT ENTERED BY CHECKED BY 











LOCATION PRICED BY CHECKED BY 











CALLED BY EXTENDED BY ERRORS EXM'D BY 











Keep Your Figures and Fractions in the Columns. Be Extremely Careful That You Do Not Mix Your Single Units with Dozens, or Dozens with Gross Quantities 





Order additional copies from HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Pa. 


ARTICLE WITH NUMBER OR SIZE COST RETAIL RETAIL 
QUANTITY 7 UNIT UNIT | EXTENSION PRICE EXTENSION 








Totals 


Use this sample HA Inventory Record to train your staff. Sheets are reduced slightly to fit page requirements. Have 
your printer duplicate these sheets, or order from HA. 
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LOCATION PRICED BY CHECKED BY 











CALLED BY EXTENDED BY ERRORS EXM'D BY 











Keep Your Figures and Fracfions in the Columns. Be Extremely Careful That You Do Not Mix Your Single Units with Dozens, or Dozens with Gross Quantities 





Order additional copies from HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Pa. 


ARTICLE WITH NUMBER OR SIZE COST RETAIL RETAIL 
set ee UNIT | EXTENSION | PRICE—‘|_ EXTENSION 


Totals 
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Invest in a good stock count 


(Continued ) 


know how much profit you make without an accurate 
count, isn’t it sensible to make a maximum effort of 
this annual chore? 

In a few weeks you will be up and down ladders, 
poking into bins, and counseling your staff on the way 
you want the job done. Afterward, you will have rec- 
ords that show how much merchandise you sold in 
1960. If these records match your cash register fig- 
ures, you'll know you’ve had a good inventory. If the 
figures clash, trouble is indicated. 

Since you spend part of every business day buying 
and merchandising goods, and only one—possibly two 

days a year checking up on how well you have done, 
vou can measure the great importance of these one or 
two days. 

It is a mistake to look upon inventory counting as 
an objectionable job. It should be viewed as an op- 
portunity to boost profit through a general tightening 
up of controls and systems. 

For a tighter, better inventory, let this checklist be 
vour guide: 


Use formal inventory sheets, such as HA samples 
illustrated. Order enough. Order early. 


Estimate how much help you'll need. Pick out 
the day and hours for the job. Tell the staff about it. 


—Allow the equivalent of one full day for a full 
count. Space it with coffee breaks to relieve monotony, 
slow down careless workers. 


~Number each bin section. Plan to use matching 
numbers for each inventory sheet used in that section. 
This is only way to know when a sheet is lost, and 
that sheet may account for many dollars worth of 
stock. 


How to get HA Inventory Sheets 


Two types are available: 


White sheets, the short form, have space for 
5200 listings per 100 sheets. Cost: $1.35 per 
100 up to 500; $1.10 per 100 for 500 or more. 
Form CC 402. 


Yellow sheets, the long form, hold 6600 list- 
ings per 100 sheets. Cost: $1.75 per 100, to 
500; $1.50 per 100 for 500 or more. Form 
Cc 401. 


Prices are postpaid. Send check or money 
order to Reader Service Dept., Hardware Age, 
Chestnut & 56th Sts., Philadelphia 39. 


—As you number sections, house clean each one. 
Arrange stock neatly for simpler and more accurate 
counting. 


Allow extra sheets for merchandise out on loan, 
rentals, or returned to suppliers for credit or repairs. 


—Using the HA sample sheets shown on these 
pages for guidance, call a meeting of your help to 
explain how you want the inventory taken, in regard 
to unit counting, extensions, etc. 


Appoint someone to supervise work of others as 
a double check on accuracy. Spot check only, unless 
gross mistakes are found. If this happens, recheck 
entire section where sloppy work occured. Count every 
item. Mistakes are very costly. 


~Pick up sheets in rotation. Don’t send counters 
home until every sheet is accounted for. Any missing 
sheet can be worth its weight in gold. 


-Use an office machine to extend figures. Have all 
extensions rechecked for accuracy. 


~Save sheets indefinitely, for taxes and reference. 

If your final totals exceed losses of 2 percent over 
what you should own, based upon month-to-month 
figures and cash register tapes, three things can be 
wrong. Immediate investigation is needed if: 

(1) Major theft is the reason. 

(2) Bad accounting, markdown recording, or book- 
keeping is the reason. 

(3) A eareless inventory count is the reason. 


To ensure a tighter, better inventory all around, 
there are many things you can do on the day of 
counting. 


For example, you would do well to arrive at the 
store a full hour early for a last minute check on 
things. 

Will you have enough counting sheets? Is the 
store and stockroom clean and ready for the counting? 
Is the merchandise priced? 

When your counters arrive, it’s wise to call a last 
minute briefing to be sure all know what’s expected 
of them. 

During the day, you can check here and there to be 
certain everyone is doing things your way. It’s also 
wise to relieve the various counters so that they can 
duck out for a cup of coffee or stretch their legs. 

Many dealers keep a coffee pot going at the store. 
They have regular coffee breaks to relieve the monot- 
ony of long periods of dull counting and checking. 
Relaxed, unhurried workers will give you the most 
accurate inventory figures. —— 
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Some 14 years later the changes are dramatic. 


The old axiom is truer today “You know, George,” said the dealer to his as- 

: sistant, “it’s going to cost about $3000 by my reckon- 

than ever before: “You've got ing to remodel the store interior and do a good job. 

“You did pretty well in business school math, now 

to spend money to make money. can you tell me how many years it will take to get 
that money back and show a profit?” 

Young George got out a pad arid pencil and began 

to figure. “How much of a retail dollar increase do 
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This 1946 store was average for its time. 














Mr. Coplin is proud of his expanded departments, particularly sporting goods. 


you figure the remodeling would bring us a year?” 
he asked the owner. 

“Well, if a store overhaul doesn’t boost sales by 
about 15-20 percent, I’ll buy you a new hat. Say 20 
percent for the sake of figuring,” the dealer said. 

“Let’s see,” the young man said as the pencil flew, 
“we're grossing roughly $100,000 a year now. That 
means we'd do about $120,000 after remodeling. Our 


gross profit this year will run over $30,000, and a 
$20,000 sales boost would add $6000 to the $30,000. 

“Figuring other expenses would stay about the 
same,” the young man said, “I’d say that most of 
the increased profit would figure into our net. [I 
don’t see how we could fail to pay for the remodeling, 
even with finance charges, before the first year is 
over. (Continued on next page) 
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Why remodel? 
(Continued ) 


“Even if sales only jump 10 percent ahead of this 
year, you could come out even on the job within one 
year’s time!” 

The older man said, “you know, that’s about how 
I had it figured. Just wanted some assurance from 
a young whiz like you. O.K., we’re gonna’ remodel.”’ 

This little tale is fiction, but the figures are quite 
accurate. The moral? A fairly costly remodeling 
job can soon pay for itself, and afterward is a source 
of increased profit. 

Business has increased at least 25 percent since 
Coplin Hardware Co., Guntersville, Ala., performed 
a complete face lifting operation several months ago. 
New fixtures were installed and a new front added 
in this, the third remodeling in the one generation 
history of the concern. 

“We just brought our store in line with the times,” 
says Guy R. Coplin, a former president of the Retail 
Hardware Association of Alabama. “We've got a 
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Store fronts like this are magnets for passing traffic. 


self-liquidating expense that will soon become a new 
source of profit to us. Self-service has been stimu- 
lated greatly, our key to better volume.” 

The fixture layout was designed so each depart- 
ment has a shelf arrangement to take care of specific 
merchandise lines. Also, a distinctive decorative ef- 
fect has been gained for each section. Shelves are 
adjustible throughout, and perforated paneling is 
used widely in open areas of the store. 

“With the new set-up we can display twice as much 
merchandise as before,” says Mr. Coplin. “This is 
the big value of remodeling. 

“Everything can be put out where it can be seen, 
customers help themselves and sales are much bet- 
ter immediately. Stock taking is simplified. In fact, 
we can attend to this job in two-thirds the time we 
once took. That is because most of the merchandise 
is out where it can be seen.” 

Mr. Coplin tells what he means by bringing his 
store “in line with the times.” 

“Our old store was more of a storage place or 
warehouse for merchandise than it was for display. 

(Continued on page 76) 





there a place 


for a one-man store? 


This one-man store has grown to 2000 sq ft. 


Mr. Bates rings up a sale, using supermarket type check 
out ticket. 


Can a one-man store compete in 
today’s market? Can a one-man 
store use mass display methods, 
offer customers variety? 

Here is how this one-man store 


is competing. 


Is there room for the one-man hardware store in 
the era of big business? 

Need the smaller dealer be content with too much 
merchandise in a minimum display area? 

Need his turnover rate be a point of embarrass- 
ment? 

P. C. Bates, owner and manager, and everything 
else, at Bates Home Supply, Alamogordo, N. M., an- 
swers the questions categorically: 


z oe = Ae mine A, 


5 








“There’s a need for, and profit in, a well-managed 
one-man store. I think I have proved that. Of 
course, every one-man store has its hectic moments. 
When this happens, as on Saturdays, I have my wife 
pitch in and help. 

“Most smaller dealers are stuck for display space 
because they allow too much room for stock areas 
instead of mass merchandising their lines up front. 

(Continued on page 78) 
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On-the-job service 


Here is a service to offer customers 
that ends up in more sales of paints 
and sundries, and keeps complaints 


at a minimum. 


Remember the impression of depth folks got at a 
3-D movie? 

A third dimension, a new element, was added to the 
illusion. This new dimension gave motion pictures 
extra zest and it was a powerful drawing card to get 

Paint is a dominant part of Charles Hard- more people out to the movies. It gave the motion 
ware. Owner, Charles Theres credits much picture business a whole new lease on life. 


of his volume to the extra merchandising How would you like to give your paint department 
efforts given to this department. a similar lift? 
How? Try adding a new dimension to your mer- 
chandising and service operation. For example, add 
“customer job studies” to your usual paint estimating 
service. 
Charles Hardware, Pomona, Calif., made such stud- 
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les pay. Since introducing the service Charles Hard- 
ware has been getting big individual sales. All year 
‘round, about five sales a month average close to $100 
each. 

Store owner Charles Theres learned through his 
paint supplier and his contacts with customers, that 
many amateur painters had only a vague idea of the 
surface they planned to paint, and had even less of an 
idea of how to prepare that surface for painting. 

Complaints mounted with do-it-yourself a few years 
ago. Customers were dissatisfied with the poor results, 
the paint, and everything about the job. When this 
happened there is very little a dealer could do to 
avoid some of the blame. 
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Mr. Theres put his finger on the trouble—lack of 
know how. Customers couldn’t give the store paint 
sales force much of an idea of their painting require- 
ments. The clerks had lots of answers but couldn’t 
advise everyone because customers didn’t know what 
questions to ask. 

So, Charles Hardware introduced its “customer job 
studies” service. The store paint staff goes to custom- 
ers’ homes and get the details. 

Here is how it works: Whenever a customer seems 
vague about a major paint job he is planning, a 
Charles Hardware clerk will tactfully suggest that an 
experienced paint man might accompany the customer 
to the job. The usual estimating function is per- 
formed, but, here is where Charles Hardware service 
adds another dimension. 

A special form, designed by Mr. Theres and cai 
ried by all store paint estimators, puts particular em- 
phasis on surface preparation. Proper preparation is 
the key to any lasting paint job. 

Complete details on the type of surface, its condi- 
tion, all preparation needed, and refinishing products 
and tools needed are filled in the form right on the 
job. 

The customer then knows what to buy, how much 
to buy, prices, and has a complete guide to a satisfy- 
ing, long-lasting paint job. 

If you should decide to offer a customer job study 
service, bear one point in mind. There will be times 
when your paint experts won’t be able to answer the 
customer’s problem. When these times come, take ad- 
vantage of your wholesaler’s knowledge and services 
and call his paint man in for consultation. 

As Mr. Theres points out, wholesalers provide such 
service to aid dealers. 

A key aspect of job study services is promptness. 
Estimates and job studies made several days after a 
customer’s request are not adequate. Job studies 

(Continued on page 72) 
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uying Check List 


of new hardware items 


Keep up to date. Check these new items 


Each item in the following pages has a number above it. When 
you want more details about an item, just circle corresponding 
number on postcard on page 53, and mail 


Item 1 
Gift carton for hammers 

This special Christmas gift car- 
ton is for Vaughan tubular nail and 


ripping hammers. The cover and 
insert is covered in a royal blue 


felt type material which is offset 
by metallic gold decor. Shipped in 
an individually cardboard sleeve. 
Vaughan & Bushnell Mfg. Co., 
Dept. HA, 185 S. LaSalle St., Chi- 
cago. 


item 2 
Four-in-one sprinkler 


The new Melnor Turret sprinkler 
has four different positions. By 
turning the turret, the spray selec- 
tor quickly elicks into place for four 
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spray patterns: strips 5 x 50-ft and 


10 x 50-ft, rectangular areas up to 
20 x 40-ft and square areas up to 


30 x 30-ft. Precision engineered of 
non-corroding aluminum, zinc and 
chrome on brass. Suggested retail 
of $3.95. Melnor Industries, Inc., 
Dept. HA, Moonachie, N. J. 


Item 3 
Chain lock with a key 

Trulok, a locking door chain for 
wood or metal doors and jams, 
locks a door with a key from either 
side. Locks may be master-keyed. 
Every lock comes with two keys 
and no two have the same set. The 
lock serves as a safety feature as 
well as a psychological hazard for 


the burglar who is never sure that 
the premises is unoccupied since 
the chain is in place. Truson Corp., 
Dept. HA, Box 446, Mineola, N. Y. 


Item 4 
Wet, dry rug shampoos 


Here’s a line of wet and dry rug 
shampoos for the do-it-yourself 
trade. Called Golden Clean, it is 
packaged in pint, quart and gallon 
containers. Shampoo contains a 
germ killing ingredient and resists 
mildew and musty odors. Has a 
color brightener to perk up old 
colors and an additive that discour- 
ages moth damage. Each ease con- 
tains give-away booklets illustrat- 





Here is a quick Check 
List of items described 
in the following pages 


ing correct application. ican 
Floor Machine Co., Div. of Ameri- 
can-Lincoln Corp., Dept. HA, To- 
ledo, Ohio. 


Item 5 
Quart-size gasoline torch 

Here’s a quart-size gasoline torch 
by Turner with an oversized drip 


cup for quick generation. Has a de- 
tachable cleaning needle for auto- 


Sa 
matic adjustment and orifice clean- 
ing. Torch features a new design 
with a sprayed, deep green tank 


Retails 
Dept. 


and a pistol grip handle. 
for $12.50. Turner Corp., 
HA, Sycamore, Ill. 





Quick Index 


to Buying Check List 
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] Flashlight merchandiser 43 
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[] 2 3/16-in. caster wheel 

| Lightweight garden hoses 
[) Christmas golf ball packs 
| Key blank markets packet 
] Economy lawn sprinkler 

| Two roller cabinets 

| Belt sander kit special 

| Cage-type paint roller 

Decorative switch plate 

| Modern design jam jar 

[] Screwdriver line expanded 
[] Knife, pencil sharpener 
[] New level vial assembly 

) Brass builders’ hardware 
[] Carpet-like stair treads 
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[] 20-in. aluminum spreader 
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Heavy-duty pruning shear 
|] Adjustable telephone lock 
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] Towel bar line expanded... 
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Auto emblem key chains 


pS 
foe) 


| Spray auto paint primer. . 
[] Traditional post light 
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] Sleeping bag with canopy 
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| Early American glassware 
Self-adjustable hanger 
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[] New power garden unit. . 
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Interchangeable power unit 
Cylinder/plug for locksets. . 
Five-bushe!l leaf catcher. . 
Tiller cable counter pack. 
Non-corrosive tube hangers 
Plastic finishes for boats 
Economy mechanics vise 

] Faucet handle designs. .. 
Expanded tent line. . 
Non-staining lubricant .. 
Garden tool merchandiser 
Wood bird feeding station 
Leather tool holster. ... 

| Plastic protective goggles 

| 15-ff portable outlet reel 
Nut washer for ballcocks 

| Portable cooling unit. . 
Shingling hatchet .... 
Sales aid catalog sheet 
Wheel goods parts catalog 
Nail catalog — 
Fishing handbook .... 
Waterfowl hunting schedule 
Toy merchandising booklet 
Outdoor tips booklet... . 
Plumbing supplies catalog 
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Aluminum levels bulletin. 

Folder on exterior paint. 

Drill attachment information 

lce & snow melting chemical catalog 
Fastener price list...... 
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Electric garden tools catalog sheet 


| 


NEW EQUIPMENT FOR STORES 


> 


-] Half-ton pick-up truck. . 
[] Wire basket merchandiser 
[} On-the-spot labeling tool 
[] Wide-angle store mirror 


[] Pipe treading adapter. . 





Item 6 
Heavy-duty wrench set 

This Proto set No. 1200-A con- 
tains a complete size range of com- 
bination wrenches for heavy-duty 
repair and maintenance. Set con- 
sists of 26 wrenches with openings 
from %4-in. through 2-in. Each 


wee: 
2 we. j 


~ 


- 


wrench is locked into position in the 
steel box. Each wrench is forged in 
Protoloy alloy steel. Twin handles 
on the box can be padlocked to- 
gether. Proto Tool Co., Dept. HA, 
2209 Santa Fe Ave., Los Angeles 
54, Caltf. 


Item 7 
Extension closet bar 


Here’s a new extension closet bar 
that comes complete with six indi- 
vidual sliding hanger hooks. Bars 
are available in varying extensions. 
Hanger hooks can be easily at- 
tached or removed from bars with- 
out removing the bar from the 
closet. Finished in nickel. An as- 
sortment of most popular sizes 
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comes packed with a free display 
and extra nylon hooks. Wessel 
Hardware Corp., Dept. HA, 919 N. 
5th St., Philadelphia 23, Pa. 


Item 8 
Aluminum foil cake pans 


Sweetheart cake pans by Ekco are 
made of aluminum foil in heart 
shaped design for Valentine’s Day. 
Pans have red coating permanently 
bonded to the outside so they can 
be used for serving on many festive 
occasions. Pans are twin-packed in a 
three-color illustrated polyethylene 


bag. Suggested retail price, two 
for 39¢. Ekco Products Co., Dept. 
HA, 1949 N. Cicero Ave., Chicago 
39, Ill. 


Item 9 

Crystal ignition engine 
Clinton’s Clintalloy series of cast 

iron engines has a new ignition 

system consisting of a pressure 
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sensitive ceramic crystal that pro- 
duces up to 20,000 volts when pres- 
sure is applied. Available on en- 
gines ranging from 2.75 to 6.5 hp. 
The crystal replaces the coil—con- 
denser—magneto type of ignition. 
It eliminates ignition failure due 
to dust, oil, and moisture. Elimi- 
nates point oxidation during stor- 
age. Gives longer plug life, and 
delivers constant full voltage re- 
gardless of engine’s. operating 
speed. Clinton Engines Corp., Dept. 
HA, Maquoketa, Iowa. 


Item 10 
Boating rope pack display 

This self - displaying counter 
package will stimulate sales of 
Nylon boating ropes. Individual 
packaging makes it easier for cus- 


2 
8 
H 
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Columbian 
| ROPE 


tomer to select rope of right di- 
ameter and length. Carton opens 
to a counter display of 4, % and 
14-in. diameter ropes in 50 and 
100-ft lengths. Columbian Rope 
Co., Dept. HA, Auburn, N. Y. 


Item 11 
Oil for 2 cycle engines 


McCulloch’s motor oil contains 
non-ash-forming detergents com- 
pounded especially for two-cycle en- 
gines. The detergents reduce for- 
mation of ash deposits, and give up 
to 50 per cent more spark plug life 
and constant optimum power under 
highest load conditions. Oil sticks 
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to hot bearings and will werk effi- 
ciently at extreme engine tempera- 
tures. Available in quart cans, 12-0z 
cans, and six-packs. McCulloch 
Corp., Dept. HA, 6101 W. Century 
Blvd., Los Angeles 45, Calif. 


Item 12 
Heavy-duty baitcasting reels 
True Temper’s two heavy-duty 
baitcasting reels for fresh and salt 
water have an automatic level wind 
which disengages and remains sta- 
tionary during cast, reduces back- 
lash, and adds 15 percent to casting 
distances. Also has fluted spool of 


marine aluminum which is ribbed 
and reinforced to withstand the 
pressure of monofilament line. 
Model 1750, shown, has a line ca- 
pacity of 225 yd of 154 monofila- 
ment or 150 yd of 9-thread braided 
line. Weighs 1214-0z. Model 1700 
has a line capacity of 150 yd of 
15# monofilament or 100 yd of 
9-thread braided line. Weighs 
1114-0z. True Temper Corp., Dept. 
HA, 1623 Euclid Ave., Cleveland 
15, Ohio. 
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Item 13 
Flashlight merchandiser 


Twelve of the most popular 
Eveready flashlights in decorator 
colors are displayed on this Christ- 
mas merchandiser. Attractive gift 
boxes are included with each of the 


FLATELICNTS 


new No. 147 assortment. Each 
assortment contains five different 
styles of flashlights, which retail 
from 99¢ to $2.49. Union Carbide 
Consumer Products Co., Div. of 
Union Carbide Corp., Dept. HA. 270 
Park Ave., New York 17, N. Y. 


Item 14 
18-in. ripping chisel 

This ripping chisel by Great 
Neck Saw is to remove hard-to- 
reach nails and to open crates, etc. 
Model RC 18 is hand forged of one- 
piece high alloy tool steel, and 
hardened and tempered for dura- 
bility. The 18-in. tool has a highly 
polished, sharp-edged bit with a 
claw and a center opening which 
provide leverage at any angle when 


pulling nails. Has black Japan fin- 
ished handle. Great Neck Saw 
Mfrs., Inc., Dept. HA, Mineola, 
ef 


Item 15 
2-3/16-in. caster wheel 


Bassick’s 2-3/16-in. soft rubber 
wheel is standard in Bassick Dia- 
mond Arrow and hooded office chair 
casters previously furnished with 
2-in. wheels. The larger wheel gives 
greater floor protection, and will 
roll more easily than the 2-in. 
wheel. Casters with new wheels are 





interchangeable with previous 2-in. 
casters, since same metal parts are 
used throughout. Bassick Co., Dept. 
HA, 3045 Fairfield Ave., Bridge- 
port 5, Conn. 


Item 16 
Lightweight garden hoses 


The 1961 line of Borden’s vinyl 
hoses include a wide range of hose 
lengths and inside diameters in re- 
inforced and non-reinforced models. 
Other features include a high burst 
strength, tough abrasion - resistant 
pure vinyl jackets, solid brass full- 
flow couplings, and extra long life 
and resistance to oils and acid. Also 
offered in the line are triple-tube 
vinyl garden sprinklers with a 25-ft 
water spray over the full length of 
the hose. Borden Chemical Co., 
Dept. HA, 350 Madison Ave., New 
York 17, N. Y. 


Item 17 
Christmas golf ball packs 


Here’s a gift for every golfer. 
Draper-Maynard golf ball packs in 
two sizes. One contains 12 golf 
balls and is a black and gold leather- 


. . 
CYL ; 1th. 
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ette memo caddy with note paper 
and gift card slide cover. The other 
has six golf balls, and is a maroon 
and gold caddy with note paper and 
gift box. The dozen pack sells for 
$14.75, the half-dozen pack for 
$7.50. Draper-Maynard Co., Dept. 
HA, 4861 Spring Grove Ave., Cin- 
cinnati, Ohio. 


Item 18 
Key blank markers packet 


A packet of 14 markers for refer- 
ence when ordering Slaymaker key 
blanks is available to dealers with- 
out charge. Markers are actual size 
reproductions of key blanks printed 
on tag stock and punched for hang- 
ing on keyboard. Slaymaker Lock 
Co., Dept. HA, Lancaster, Pa. 


Item 19 
Economy lawn sprinkler 

The Green Spot line of oscillat- 
ing and revolving lawn sprinklers 
has tubular aluminum sled runners 
which allow easy movement during 
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operation. The select-o-spray dial 
provides four different water pat- 
terns. Hose accessories are mounted 
on a 4x 6 in. prepriced plastic bub- 
ble card. Dealers are offered a mo- 
bile display rack and merchandiser 
for the accessory cards with pur- 
chase of a full stock of Green Spot 
items. Retail value of sprinkler 
shown is $2.98. Otto Bernz Co., 
Dept. HA, Rochester, N. Y. 


Item 20 
Two roller cabinets 


These two roller cabinets by 
Kennedy provide additional draw- 
ers and compartments that will help 
mechanics find tools and materials 
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more easily. Features include com- 
pound drawer slides with instant 
spring release, sliding front panel 
covers, and a cylinder type lock 
that secures all drawers. Model 
No. 276 with six drawers and Model 
No. 278, shown, with eight drawers 
accommodate a wide variety of Ken- 
nedy tool chests and auxiliary cabi- 
nets. Additional drawer and stor- 
age space can be provided by plac- 
ing auxiliary cabinets on top of the 
base unit. Kennedy Mfg. Co., Dept. 
HA, Van Wert, Ohio. 








Item 21 
Belt sander kit special 


Porter-Cable offers a 10-piece 
belt sander finishing kit with pur- 
chase of a 2%-in. sander at the 
regular $59.95 price. The kit is 
valued at $7.55 and includes bench 
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stand with miter gauge, three spe- 
cial purpose belts, four rubbing 
and polishing compounds, and an 
illustrated booklet, “The Finishing 
Touch.” Porter-Cable Machine Co., 
Dept. HA, Syracuse 1, N. Y. 


Item 22 
Cage-type paint roller 

The Pro-Kage, a five-prong cage- 
type paint roller, has bow-like ac- 
tion to insure a snug fit for cover. 
Open construction permits quick, 
easy cleaning. The roller comes in 
7 and 9-in. sizes, and has a 14-in. 
rod. A heavy-duty 5/16-in. rod is 
available in the 9-in. model. E-Z 
Paintr Corp., Dept. HA, 4051 S. 
Iowa Ave., Milwaukee 7, Wis. 


Item 23 
Decorative switch plate 


Selby’s decorative switch and re- 
ceptacle plates offer a choice of 
smooth, hammered and other sur- 
face finishes. The single, double 


and triple switch plates are in solid 
brass and brass plate. Retail prices 
range from $1.49 to $5. Selby Fur- 
niture Hardware Co., Dept. HA, 11 
W. 17th St., New York 11, N. Y. 
KUT 


Item 24 
Modern design jam jar 

Here’s a modern jam jar de- 
signed for table serving of jellies, 
jam or condiments. Has a snug 


fitting stainless steel cover and 


long-handled stainless steel] serving 
spoon. Inside contours are smoothly 
rounded for easy cleaning. Pack- 
aged in an attractive card for rack 
or counter display. Retails for 98¢. 
Foley Mfg. Co., Dept. HA, Minne- 
apolis 18, Minn. 


Item 25 
Screwdriver line expanded 


P & C now offers a new small 
Phillips screwdriver in its regular 
line. The new screwdriver, size O, 
is for use in the electronics and 
television industry. It has an amber 
Tenite No. 2 plastic handle. The 
No. 473 screwdriver is displayed in 
P & C’s Satellite 200 Merchandiser. 
P & C Tool Co., Dept. HA, Box 
5926, Portland 22, Ore. 


Item 26 
Knife pencil sharpener 

GE’s knife, scissors and pencil 
sharpener will sharpen any stand- 
ard size household knife to a flat- 
ground edge and any standard size 
household scissors to a_ hollow- 
ground edge. Pencil sharpening 
disc will sharpen any standard size 
pencil automatically. A removable 
shavings catcher is designed for 
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permanently restores rotted 
wooden window sills, sash and frames 
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w% EVERY HOME NEEDS IT! 


Rotted wooden window sills, sash and frames are a 100 
million dollar headache for American homeowners. Now 
for the first time Magna-Bond’s complete 11 piece 
SAVE-A-SILL Kit captures this untapped profit 
potential! Saves homeowners a whopping 90% on high 
cost window repair and replacement. Weather-wraps 
wooden sills, sash and frames in enduring metallic-vinyl. 
Makes old windows better than new! 


Packaged in an attractive self-selling display box. 
Contains everything needed for a complete job! 
Write now for additional details. 
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sash and other household hardware 
items are available in bright brass, 
dull brass, bright zinc, nickel and 
chrome. The new metal finishes are 
sealed with an improved lacquer to 
increase their durability. Shelby 
Metal Products Co., Dept. HA, 
Shelby, Ohio. 


Item 29 


Carpet-like stair treads 
quick and easy cleaning. Styled in Ace Rubber Products has ex- 
light beige and white, with a 5-ft panded its Glam-R line to include 
cordset. Retails for about $19.95. rubber throw mats. The new stair 
General Electric Co., Dept. HA, treads consist of a deep pile carpet- 
1285 Boston Ave., Bridgeport, Conn. 


Item 27 

New level vial assembly 
Maximum protection, easier to 

read and extra accurate are fea- 

tures of this vial assembly by Co- 


like texture in rubber. Offered in 
six colors, the mats are known as 
Ace Glam-R-Rugs. Mats are pack- 
aged in two-color polyethylene 
packages. Ace Rubber Products, 
Inc., Dept. HA, Akron, Ohio. 


lumbian. The unit consists of a Item 30 
plastic ring, with reinforced vial 
holder and foundation plus a 
sturdy, almost invisible plastic 
band. The new assembly, the Com- 60-Ib capacity and Micro-Flo con- 
pact Vial, is used exclusively in the -_ — 

new line of Columbian Compact 

levels. Columbian Vise & Mfg. Co., : 

Dept. HA, 9023 Bessemer Ave., 

Cleveland 4, Ohio. 


20-in. aluminum spreader 
Central Stamping’s 20-in. alumi- 
num spreader, Model C1620, has a 


Item 28 

Household hardware finish 
Shelby now offers five bright fin- 

ishes in its Standard line of house- 

hold hardware. Cabinet, window, 
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trol dial. Baked enamel rotary agi- 
tator keeps contents in motion, and 
helps to eliminate clogging and 
blocking. Side plate can be easily 
removed for cleaning. The spreader 
has 10-in. wheels with nylon bear- 
ings. Retails for $13.95. Also 
available is Model C1629 lawn 
marker attachment which retails 
for $2.45. Central Stamping & Mfg. 
Co., Dept. HA, Polo, Ill. 


Item 31 
Heavy-duty pruning shear 

The Ames heavy-duty pruning 
shear, model PS-30, is made of solid 
brass with a steel blace. The anvil 
is replaceable. Finished in Ames 
blue and gold, Model PS-30 retails 


for about $3.25. Other models from 
$1.79. O. Ames Co., Dept. HA, 
Parkersburg, W. Va. 


Item 32 
Adjustable telephone lock 


Yale & Towne’s telephone lock 
has a self-adjusting cam that auto- 
matically adjusts its locking mech- 


anism as the key is turned to fit 
any dial. When in locked position 
on dial, the lock prevents unauthor- 
ized outgoing calls but permits in- 
coming calls to be answered. Sug- 
gested retail is about $1. Locks are 
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STEEL CHANNEL SLIDE 
PROTECTS SCREW 


BUILD PROFITS 


Well-made, well-finished Simplex 
vises bring you higher profits be- 
cause your customers see value. 
All 5 vises in the line feature 
quality for fast turnover. Attrac- 
tive discount schedule. Get top 
profits by selling the best. 





Desmond] 
Simplex | 


"iain al ae 





Want more facts? Circle 113, p. 53 


48 e HARDWARE AGE, November 17, 1960 


x 
Be 
Pe 
Bs see 
cS 


BUYING CHECK LIST 


Want more details? Just circle item number on p. 53 


bubble packed on cards. Ten cards 
are packed in each shelf box which 
can be used as a counter display. 
Yale & Towne Mfg. Co., Dept. HA, 
Chrysler Bldg., New York 17, N. Y. 


Item 33 
Towel bar line expanded 


Here’s the newest addition to the 
Selfix line of towel bars. It’s a 
24-in. bar which requires no nails, 
screws, or glue for installation. A 


Oreste 


few drops of water applied to the 
wood inserts on backplate assure a 
strong and lasting bond on wood, 
tile, plaster or glass. Made of dur- 
able molded plastic in decorator col- 
ors. Retails for 79¢. Selfix Prod- 
ucts Co., Dept. HA, 223 W. Erie St., 
Chicago 10, Ill. 


Item 34 

Auto emblem key chains 
National Key’s special holiday 

display consists of 18K gold-plated 

auto emblem key chains, auto em- 


blem car keys and pull-apart key 
chains. Assortment No. 9024 con- 
tains a selection of 24 key chains 
that retail at $1 each; No. 9502 has 
24 auto emblem keys, $1.25 each, 
and No. 9025 has 12 pull-apart key 
chains, $1.50 each. Specialties Div., 
National Key Co., Dept. HA, Cleve- 
land 5, Ohio. 


Item 35 
Paint primer in spray can 

Hot Rod Charcoal Black Primer 
comes in a spray can and can be 
used as a regular auto paint under- 
coater or as a one-coat finish. Dries 
in 15 minutes to a hard, smooth 
finish. It’s lacquer resistant, and 
can be topped with almost any 
paint finish. The 16-0z spray dis- 
penser lists for $1.79. Krylon, Inc., 
Dept. HA, Norristown, Pa. 


Item 36 
Traditional post light 


For the modern home, this lan- 
tern (M-1823-8) features tradi- 
tional design and is equipped with 
Magic Eye post (M-923) which 


turns on automatically at sunset, 
off at sunrise. Has crystal-clear 
beveled glass panels trimmed in 
solid brass. Shade is 10-in. square, 
height is 18%4-in. Available in four 
finishes. Lantern fits any post with 
3-in. outside diameter. Moe Light 
Div. of Thomas Industries Inc., 
Dept. HA, 207 E. Broadway, Louis- 
ville, Ky. 





Item 37 
Sleeping bag with canopy 

The Eskimo No. 451 sleeping bag 
has an attached canopy and is 34 
x 78-in. long. The forest green 
poplin bag is water - repellent 
treated, has a flannel lining and 


full length zipper which permits 
doubling up bags. It’s non-aller- 
genic and is insulated with 31-lb of 
dacron. Shipping weight is ap- 
proximately 8'%4-lb. The bag lists 
at $37.50. American Pad & Textile 
Co., Dept. HA, Greenfield, Ohio. 


Item 38 
Early American glassware 


Anchor Hocking’s line of Early 
American Prescut Crystal consists 
of a 12 x 6'%-in. hostess tray, 1314- 


in. serving plate, 744-in. candy jar 
and cover, and a 10°%4-in. bowl. The 
antique-like pieces retail for $1 
each. Anchor Hocking Glass Corp., 
Dept. HA, Lancaster, Ohio. 


Item 39 
Self-adjustable hanger 

Akay Corp.’s Adjust - a - Hanger 
trouser hanger is made of high- 
impact styrene in a wood grain fin- 
ish, and is lightweight and compact. 
Hanger adjusts itself to the width 
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Your jobber’s salesman is a consci- 
entious, sincere man trying hard to 
help you in any way he can; but like 
you, he’s BU . . doesn’t want to 
waste his time, or YOURS. 

You can help him to help YOU as 
you thumb through his ponderous 
catalog—ask him to show you the 
newest as well as the “standbUys” 


in the WESSEL line. WESSEL 
specialties are available in your 
choice of skinpak cards, (for which 
you can obtain free, our sales- 
making revolving display rack with 
an 8801 assortment.) Also visible 
POLLYPAKS and bulk in the new 
easy-dispensing STAKPAKS. Be 
sure you ask to see them. 
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of the pants cuff. Folds for travel- 
ing. Available in neutral beige, in 
package of three for $1. Akay Corp.., 
Div. of Hauser Products Co., Dept. 
HA, 4034 N. Kolmar Ave., Chicago 
41, Il. 


Item 40 
New power garden unit 


This Hobby Gardener is one of 
two new power garden units in the 
1961 Lawn Boy line. The 2-hp unit 
tills, weeds, cultivates, edges, and 
prepares holes for plantings. The 
extended arm reduces the effort of 
operation to a new low, and permits 
thorough cultivation in hard-to- 
reach corners. The unit has a spe- 


i 
cial tool for edging, specially de- 
signed tines for tilling and for 
cultivating a weeder. The 2-hp en- 
gine is equipped with a one-pull re- 
coil starter. The unit has a three- 
position adjustable handle. Tiller 
tines expand or contract to conform 
with width of rows. Weighs 40 lb. 
Sells for about $99.95. Lawn Boy, 
OMC Engines & Equipment Div. of 
Outboard Marine Corp., Dept. HA, 
Waukegan, Ill. 
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Item 41 
Interchangeable power unit 


Here’s Moto-Mower’s Terra Han- 
dle, a single portable power unit 
that can be used with nine other 
Moto-Mower lawn and garden tools 
including a 21-in. rotary mower, a 
tiller, a cultivator, a tiller-cultiva- 
tor, an edge-trimmer, a lawn vac- 
uum, a tractor, a plow and a sickle- 
bar mower. Terra Handle mounts 
a 3.25-hp, 4-cycle engine with im- 
pulse starter. A centrifugal clutch 


reduces engine wear substantially, 
and makes stalling virtually impos- 
sible. Pivot-mounted handle bars 
can be raised, lowered, positioned 
to left or right and tilted. Handle 
can be transferred from one tool 
to another without tools. A snap 
clamp on either side couples the 
Terra to each attachment. Weighs 
about 40-lb. Sells for $99.95. Moto- 
Mower, Inc., Subsidiary of Dura 
Corp., Dept. HA, 625 South G St., 
Richmond, Ind. 


Item 42 
Cylinder/plug for locksets 
Kwikset’s new cylinder and plug 
assembly for its 400 line of resi- 
dential locksets contains pin lengths 
and shims in a greater variety of 
sizes offering a wider range of ran- 
dom keying and master-keying com- 
binations. All pins and shims are 
made of solid brass. The new cyl- 
inder features a handy snap-on 
cover for easier rekeying. Kwikset 
Div. of American Hardware Corp., 
Dept. HA, 516 E. Santa Ana St., 
Anaheim, Caltf. 


Item 43 
Five bushel leaf catcher 


Jacobsen’s Turbocone leaf catcher 
can be used with any Jacobsen 
Turbocone rotary mower. The re- 
ceptacle has a capacity of five bush- 


els. Catcher can be easily attached 
after basic hardware is added to 
mower. Jacobsen Mfg. Co., Dept. 
HA, 1721 Packard Ave., Racine, 
Wis. 


Item 44 
Tiller cable counter pack 

Danco Tiller Cable comes in a 
dispenser for use on counter tops. 
The unit is 5% x 6% in. and dis 
penses 250-ft of cable. The cable 
itself is preformed galvanized air- 


eget aaa 


4 
craft cable, -and comes in blue, 
green, red and natural. A smooth 
nylon or vinyl covering resists cor- 
rosion and abrasion. Danielson 
Mfg. Co., Dept. HA, Danielson, 


Conn. 


Item 45 

Non-corrosive tube hangers 
This series of copper plated hang- 

ers in a full range of copper tube 


pipe sizes have been added to the 
Grabler line of pipe hangers. The 





3 new moneymakers that sell 
Reynolds Do-It-Yourself Aluminum 
and profitable related items! 











ALUMINUM PICTURE FRAME SECTION 
(Item 97 — Project Sheet No. 52) 
Makes professional-looking picture 
framing a snap. . . fast, inexpensive. 
Sells glass, picture hooks, wire, flat 
corner braces (Item 47). Sections 
available in lengths of 6 feet each. 


ALUMINUM SOLDERING KIT (Item 85 
— Project Sheet No. 51) For quick, 
easy soldering. No flux needed... 
instructions on skin-packed kit of 
tool, brush, solder. Related items: 
propane torch, snap clamps, brush 
(Item 86), and solder refills (Item 87). 


ALUMINUM “T” SECTION (items 96 & 
96a — Project Sheet No. 53) An easy- 
to-use section in overhead lighting, 
paneling jobs, soffit vents or lights, 
etc. Helps sell paneling, screens, 
glass, light fixtures. Order out all 
these items from your distributor. 


Project sheets sell ideas...ideas sell merchandise! 


Check your needs below, mail to DIYA, Reynolds Metals Company, Richmond 18, Va. 


Enclose name and address. 


1—Screens and Storm Sash 
. 3—Rose Trellis 
7—Car-Top Luggage Rack 
No. 9—Corner Table 
. 10—Modern Dining Table 
and Coffee Table 
. 11—Shower Enclosure 
. 12—Auto Accessories 


End Tables 

Trivets 

Patio Lights 

Garden Caddie 
22—Utility Cart ond Hand Truck 
23—Christmas Mobiles 
24—Coffee Table 
27—Shower Door 

28—Tot's Table and Stools 
29—Patio-Picnic Table 
30—Stallion Wall Plaque 





Reynolds Aluminum 
Richmond 18, Virginia 


. 31—Kitchen Pan and Lid Rack 
. 32—Duplex Bird-House 
. 33—Modern Bird-Feeder 
. 36—Aluminum Desk Set 
. 37—Radiator Enclosures 
No. 38—Cabinets with Sliding Doors 
. 39—Room Dividers 
. 40—Shadow Box Picture Frames 
. 41—Shower Door for Tub 
. 42—Cold Frame and Hot Bed 
No. 44—Aluminum Uses for Your Craft 
. 45—Gasoline Go-Cart Accessories 
. 46—Sliding Door and Panel Track 
. 47—Blackboard Desk 
. 48—How to Use Tubing Fittings 
. 49—Range Hood 
. 50—Folding Room Divider Screen 
. 51—How to Solder Aluminum 
. 52—Aluminum Picture Frame 
. 53—Aluminum ‘“‘T”’ Section 


Bass 
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Want more facts? Circle 115, p. 53 


HARDWARE AGE, November 17, 1960 @ 5] 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 53 


adjustable ring, hinge and clevis 
type hangers are extra heavy cop- 
per plated for permanent corrosion 
resistance. Popular sizes in all 
types are available. Grabler Mfg. 
Co., Dept. HA, 6565 Broadway, 
Cleveland 5, Ohio. 


Item 46 
Plastic finishes for boats 

Two new plastic finishes by 
Magna-Bond provide protection 
against alcohol, gasoline, fuel, most 
chemicals, grease and weather. The 
films hold Algae formation to a 
minimum. Boat-coat and Boat-bond 
are easily applied by brush, spray 
or roller to any boat surface. 


Magna-Bond, Inc., Dept. HA, Bala 
Cynwyd, Pa. 


Item 47 
Economy mechanic's vise 

This mechanic’s vise is ruggedly 
designed, machined and assembled 
like machinist vises. It features 
full 160 degree swivel, protected 
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factory-lubricated screw, hardened 
serrated tool steel replaceable jaws, 
and malleable iron casting. Avail- 
able in three sizes: No. 865 
(shown), has 5-in. jaw width; No. 
864, 4-in., and No. 863, 3%-in. 
Milwaukee Tool & Equipment Co., 
Dept. HA, 2773 S. 29th St., Mil- 
waukee 46, Wis. 


Item 48 
Faucet handle designs 


A replacement faucet handle fea- 
turing Vise-Grip type of attach- 
ment by Chicago Specialty is avail- 
able in two models, the lever style 
and the cross pattern. Handles are 
adaptable to all stems. Called the 


Special 10, right, and Special 11, 
left, the handles are finished in 
mirror polished chrome. Needs 
only kand tightening with hex 
wrench supplied with each pair. 
Packaged one-pair to a bubble card. 
Chicago Specialty Mfg. Co., Dept. 
HA, 2954 W. Lawrence Ave., Chica- 
go 25, Ill. 


Item 49 
Expanded tent line 


Six models have been added to 
the Fulton tent camping line for 
1961. Models include several mod- 
el pup tents, umbrella tents and a 
cabana-type tent for pool side use. 
Model 2081, shown, is an economy 
bungalow tent which sleeps up to 
four people. Walls and floor are 
made of 6.74-0z and roof of 7.68- 


oz Fultex treated green Drill. Has 
screened windows on both sides and 
rear wall. Comes complete with 
metal ridge, metal upright inside 
poles, spliced wooden poles, stakes 
and guy ropes. Weighs 75-lb. 
Canvas Div., Fulton Cotton Mills, 
Dept. HA, Box 1726, Atlanta, Ga. 


Item 50 
Non-staining lubricant 


Here’s a fast-penetrating, non- 
staining, silicone lubricant which 
prevents rust and corrosion on most 
surfaces and eliminates sticking 
and jamming of frozen locks and 


- i a 


yr 


hinges. Called Spray Slip, it can be 
used on all aluminum and _ steel 
items. Comes in an 8-oz aerosol 
ean. Retails for $1.49. Osrow Prod- 
ucts Co., Inc., Dept. HA, Glen Cove, 
N.Y. 


Item 51 
Garden tool merchandiser 


Stanley’s garden tool merchan- 
diser contains regular Stanley tools 
and popular priced Stanley-Handy- 
man tools. The display includes 
pruners, grass shears, shrub and 
lopping shears. It stands on a 
counter or can be attached to a 

(Continued on page 56) 





FREE CHECK LIST SERVICE FOR HARDWARE AGE READERS 


Use this new, quick way to 


KEEP POSTED on 


NEW ITEMS AND NEW SELLING IDEAS 


These two easy steps will keep you up-to-date on latest information on new items, new 
merchandising ideas, special deals and other profit building information. 


As you read through this issue you will find numbers beneath all adver- 
tisements and with all items described in the Buying Check List. 


When you want more information on any of the items or ideas in the 
advertisements or in the Buying Check List, just circle the corresponding 
number on the Quick Check Postcard below, and mail. We pay the 
postage as a service to readers. Your request will be promptly passed 
on to the manufacturers involved. 


Print name and address carefully. This special Post Office Box address is for Quick Check Postcards 
only. Address all other mail tc HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Penna. 
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HARDWARE AGE BUYING CHECK LIST 


A quick, easy way to keep up to date 


P Each issue of HARDWARE AGE contains hundreds of new profit 
making ideas on selling, merchandising, etc., as well as 
the largest listing of new items of any hardware magazine. 


P You must keep posted on these new ideas if you want to 


keep your store profitable. HARDWARE AGE makes it easy 


for you to keep posted by using this Free Quick Check 
Postcard Service. 


P Circle the numbers on the card below that correspond 
with the numbers under the new items in this Buying 
Check List and under the advertisements. We will promptly 


forward your request to manufacturers and you will receive 
from them the latest information available. 


P Remember, w'th competition so strong, you must keep posted 
on everything that will help you do a better selling job. 
Be sure to also check with your wholesaler about new items. 


GET THE LATEST INFORMATION BY USING THIS POSTCARD. 
PRINT NAME AND ADDRESS CLEARLY AND MAIL TODAY 
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NEW FROM THE WORLD’S LARGEST MANUFACTURER OF FIX-UP, PAINT-UP TOOLS 


Smorgas-board 


Fix-up Paint-up 


New, Versatile No. 400 4-way Tool Salesman TOOLS 

For Your Floor, Wall, Counter or Ceiling. Fea- a 

tures 168 Practical, Fix-Up, Paint-Up Tools. A Riot 1. FLOOR 
of Colorful, Self-Serve Packaged Sales Makers. | a =~ 


\ 


A REAL BEAUTY 
FOR IMPULSE SALES 


Here is the last word for 
eye and buy appeal on the 
sales floor. All wood con- 
struction, finished in pea- 
cock blue. A_ revolving, 
two-sided unit, supported 
with a gleaming, extruded 
aluminum bracket. Most 
versatile, colorful and 
practical stand ever pro- 
duced for any size, type 
or kind of store that sells 
paint. Six each of 22 in- 
dividually packaged tools 
packed complete with No. 
400 Smorgas-Board 
Stand in one corrugated 


FITS ON YOUR COUNTER OR GONDOLA = “One®: 
You can fasten the No. 400 to the top of tar 
the paint sundries floor counter or gondola a! 

= 


2. COUNTER 














3. WALL 


for a 2-sided, colorful, topper of Fix-Up, Paint- 
Up Tools. == 


FASTENS TO STORE POST OR WALL 


If you lack floor space, the 400 may be fas- 
tened to wall, shelving or store post. 


HANGS FROM CEILING IN STORE 


Chains or wires can be used to suspend the unit 
over counter or against wall. 


be CEILING we 











NEW Take-it-Off Put-it-On Tool Center 


This new No. 500 unit with 208 tools is the 
most complete, Fix-Up, Paint-Up Tool Center 
ever developed. Designed for the new or 
modernized store. Solid, substantial unit fin- 
ished in peacock blue, with handsome 3-color, 4 





two-sided top sign. Full particulars on how to obtain the No. 400 


or the No. 500 Fixtures, available at Show or 
write Hyde. 


| HYDE | HYDE MANUFACTURING CO. 


Southbridge, Massachusetts, U.S.A. 
Want more facts? Circle 116, p. 53 





BUYING CHECK LIST 


Want more details? Just circle item number on p. 53 


(Continued from page 52) 

















wall. Merchandiser is free with 
purchase of a selection of the tools. 
Stanley Tools Div. of The Stanley 
Works, Dept. HA, New Britain, 
Conn. 


Item 52 
Wood bird feeding station 


Hydes Bird Filling Station feeder 
holds five pounds of seed between 
glass slides and has a food cake on 
either end. It has a 6-ft steel post 
and squirrel baffle to keep pests 
away. Feeding station is finished 
in brown, the baffle in green. The 
unit retails for $8.75. Hyde Bird 
Feeder Co., Dept. HA, Waltham, 
Mass. 


Item 53 
Leather tool holster 


Xcelite’s tool holster has an elec- 
trical tape holder, knife clip, and 
five tool pockets. Designed to carry 
a variety of wrenches, screw- 
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drivers, pliers and other tools. Has 
a comfortable hip-contoured back, 
hot-waxed stitching, brass riveting, 
and pliable belt slots. Available in 
natural cowhide finish. Xcelite, Inc., 
Dept. HA, 28 Bank St., New York, 
ms 2s 


Item 54 
Plastic protective goggles 


Bubble goggles, made of optical 
plastic, protect eyes and upper face 
against snow, wind, dust, sparks or 
other flying particles. Goggles have 
adjustable head band, and can be 
worn over most eye glasses. They’re 
available tinted in light, medium, or 
dark green; light or medium amber, 
and light blue. The goggles are each 
packed in a 6 x 9-in. blue and white 
carton, and list for $1.35 each. 
Paulson Mfg. Corp., Dept. HA, Fall- 
brook, Calif. 


Item 55 
15 ft portable outlet reel 


Cordomatic Portable Outlet Reel, 
Model 510, provides a 3-way outlet 
with a cord that can be extended up 
to 15-ft. The cord automatically re- 
tracts into reel housing when not in 


use. The reel has a heavy-duty 
spring motor which is dust-proof 
and lifetime lubricated. The com- 
plete unit is UL approved, and 
comes in Desert Beige or Ebony 
Brown. Retail price is $8.95. Cordo- 
matic, Dept. HA, 17th & Indiana 
Ave., Philadelphia 32, Pa. 


Item 56 
Nut washer for balicocks 


Mansfield’s lifetime coupling nut 
washer for ballcocks is made of 
resilient, non-corroding plastic ma- 
terial. Can be tightened or loosened 
unlimited times without curling, 
slipping or twisting in the shank. 
Furnished with Mansfield 03, 07 
and 09 ballcocks and with shank 
extender kits. Mansfield Sanitary, 
Inc., Dept. HA, Perrysville, Ohio. 


Item 57 
Portable cooling unit 


Sterling’s 1961 line of portable 
coolers are color balanced to compli- 
ment the decorating scheme of home 
or office. Model S-3180 (shown) has 
multiple speed controls for cooling 
or ventilating, extra large blower 
wheels and heavy-duty motor. An 
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activated charcoal filter is optional. 
All coolers are UL approved and 
carry a full year guarantee. Retail 
prices from $34.95 to $59.95. Essick 
Mfg. Co., Dept. HA, 1950 Santa Fe 
Ave., Los Angeles, Calif. 


Item 58 
Shingling hatchet 


The Estwing Supreme shingling 
hatchet is of forged one-piece steel 
construction. Has Estwing’s Nylon- 
Vinyl Deep Cushion Grip that won’t 
loosen, come off, or wear out. Milled 
head is hardened and tempered. 
Thin sharp blade with special gauge 
can be adjusted every half inch. Re- 
tails for $7.25. Estwing Mfg. Co., 
Dept. HA, Rockford, Ill. 


Turn to p. 58 for new cost sav- 
ing store and warehouse equipment 





BANDS S33" 


SELL-ON-SIGHT QUALITY Boosts turn- 


over for larger profits! 


A BRAND FOR EVERY NEED Now new 
TURF GARDEN HOSE joins 
Gering, Garden Queen and Mer- 
cury—names that mean rapid 
sales, greatest profit! 


He tovenriseo in ALL-NEW HOSE LABELING Strong eye- 
FE appeal with major emphasis given 
ccamunt OF ae to these sales-building seals — Seal 


Guarazteed by of Quality, Good Housekeeping, 
Good Housekeeping ge ‘ ; ities 


: <P avyransto TERS » 
MOST POPULAR LPA BOOSTER INGREDIENT Assures 
VINYL PLASTIC! * v added Life, greater Performance, 
ceing juss A. | superior Appearance! 


“ARDEN HOS Why os WRITTEN UNCONDITIONAL GUARANTEE 
: : All spelled out — nothing hidden! 


ww 4 
STRONGEST mae eee te. ies 


%¢ STanpan®® 


REINFORCED GARDEN HOSE! 


CLOSE WEAVE 
NYLON TIRE-CORD 


Write for full details on why you 
should make a GERING brand the 
one in ’61! 


ALL NEW — TURF nae % | 

Ce we GERING 
Mirror Finish \ “:.\ 

GARDEN HOSE AQ | pes LASTICS 


4 | o | Division of STUDEBAKER-PACKARD CORP. 
“a Kenilworth, N. J. 


Gardern Hose ® Reinforced Hose ® 3-tube Sprinkler Hose ® Lawn Soaker 


and Sprinkler Hose 
Want more facts? Circle 117, p. 53 
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BUYING CHECK LIST 


Cost Saving Equipment For Store And Warehouse 


Keep posted on this new cost saving equipment for store 
and warehouse. For more details circle number, p. 53 


Item 59 
Half-ton pick-up truck 


The 1961 Dodge Dart half-ton 
pick-up truck features contempo- 


rary styling and inclined 6-cylinder 


engine. The Dart is available with 


a 61%4-ft body on a 114-in. wheel- 
base, or 8-ft body on a 122-in. wheel- 
base. Dodge Truck Div., Chrysler 
Corp., Dept. HA, 7900 Joseph Cam- 
pau, Detroit 31, Mich. 


Item 60 
Wire basket merchandiser 


Reflector Hardware Corp.’s wire 
basket merchandiser holds a large 
amount of dump or bulk type mer- 
chandise. Unit features wire bas- 
kets on all sides. Baskets are 30- 
in. wide by 10, 12, or 16-in. in 
depth, and are equipped with in- 
sertion loops to fit over brackets. 
Single slotted square end frames 
hold three tiers of baskets for fea- 
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ture-end display. Standard 30-in. 
module permits conversion to usage 
with any type of 30 or 60-in. per- 
forated metal, glass, or wood shelv- 
ing. Complete merchandiser, No. 
VU298, includes: VU11 Frame 
unit; 22 wire baskets, and 44 
brackets for baskets. Frames and 
brackets are finished in English 
Silver. Sells for $175.13, FOB Mel- 
rose Park, Ill. Reflector Hardware 
Corp., Dept. HA, 1400 N. 25th 
Ave., Melrose Park, Ill. 


Item 61 
On-the-spot labeling tool 


This chrome-plated labeling ma- 
chine is made of aluminum and has 
a built-in corner rounding and hole 
punch device. Called the Deluxe 
Dymo-Mite Model M-3, the tool will 


Pe | 


emboss Dymo’s complete line of 
tapes, both pressure _ sensitive 
colored plastic and metals. It’s 
priced at $51.95 and includes full 
warranty. Dymo Corp., Dept. HA, 
2546 Tenth St., Berkely 10, Calif. 


Item 62 
Wide-angle store mirror 


Mirror-Tech’s all steel Security 
Mirrors feature wide angle view 
and convex lens. Minimizes the 
blind spot problem of retailers. 
One-nut installation assembly and 


ball socket joint for finger tip ad- 
justment. Choice of wall or ceiling 
mounting bracket. Round mirrors 
(shown) available in 12 to 36-in. 
diameters. Rectangular units come 
in 9 x 14, 15 x 24, and 20 x 30-in. 
sizes. Mirror-Tech, Dept. HA, 111 
Cedar St., New Rochelle, N. Y. 


Item 63 
Pipe threading adapter 


Oster’s geared die-stock adapta- 
tion for threading up to 4 in. pipe 
is designed primarily for use with 
the present Oster No. 552 complete 
pipe machine, but can be used with 
nearly all Oster 2 in. machines. The 
unit consists of a tool support 
which slides on the bedways of the 
machine. The die-stock is driven 
by a short drive shaft from the 
chuck of the machine, and is re- 


versed to back it off. The tool is 
held stationary and the pipe re- 
volves as the thread is cut. Two 
motor driven oil lines insure cool- 
ant to threading dies at all times. 
Oil is returned to machine sump 
and used over again. An outboard 
pipe support is also available as an 
extra. Oster Mfg. Co., Dept. HA, 
1340 E. 289th St., Wickliffe, Ohio. 


Turn to p. 60 for a listing of 
new aids to help you sell better. 





¢ Fn 
— 


my 


i 3 


THE SWEETEST MUSIC in any Black & Decker promotion is the 


happy melody your cash register plays as customers ask for the best known 
tool brand in the land. That’s because every B&D promotion—Christmas, 
Sawtime, Spring Fix-up, Hardware Week, Father’s Day—concentrates on 
the consumer. Hammers away in mass magazines like LIFE, THE POST and 
READER’S DIGEST. Captures the eye with colorful P-O-P material. Consumer- 


oriented promotions help make Bla eC i gz Decker: 


—best known tool brand in the land 
Want more facts? Circle 118, p. 53 
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NEW AIDS TO HELP YOU SELL 


New catalogs, specification sheets, catalog sheets and other free 
literature to keep you posted, Circle number, p. 53 for your copy 


ITEM 81—SALES AID SHEET—This 
two-color sales aid catalog sheet 
(F-14782) describes and illustrates 
all advertising materials for Skil’s 
new Orbit/Line sander. Materials 
contained on the sheet include the 
18 x 17-in. counter display; a test 
pattern sheet for mounting on pad 
of sander; catalog page listing fea- 
tures, specifications, and prices; a 
10 x 28-in. window streamer; con- 
densed catalog sheet; and fact tag. 
Skil Corp., Dept. HA, 5033 Elston 
Ave., Chicago 30, Ill. 


ITEM 82—-WHEEL GOODS PARTS CAT- 
ALOG—F ull identification of wheel 
goods parts and the sources of sup- 
ply are listed in this 10-page Ser- 
vice Parts Catalog by Murray Ohio 
Mfg. Co. The catalog shows parts 
numbers, size, finish, shipping 
weight and number in carton, plus 
many illustrated parts for Mur- 
ray’s autos, tractors, etc. Murray 
Ohio Mfg. Co., Dept. HA, 635 
Thompson Lane, Nashville 4, Tenn. 


ITEM 83—NAIL CATALOG—Covers 
the complete Stronghold line of im- 
proved nails used in the building 
industry. The 24-page catalog fits 
all standard size binders. It is 
printed in two colors and has a 
quick-reference thumb index. Con- 
tains technical data, including 
lengths, gauges, head sizes and 
counts per pound, on 372 sizes and 
types of nails. Also contains infor- 
mation on packaging and other spe- 
cial features. Independent Nail & 
Packing Co., Dept. HA, Bridge- 


water, Mass. 


ITEM 84— FISHING HANDBOOK — 
Bronson’s 12-page Fishing Hand- 
book contains detailed illustrated 
instructions on how to properly use 
spin casting and spinning equip- 
ment. The book can be used as a 
direct-mail piece or counter give- 
away item. Also has the most pop- 
ular Bronson reels. Each page of 
the book offers fishing tips from 
experts on all types of fishing. 
Bronson Reel Co., Dept. HA, Bron- 
son, Mich. 
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ITEM 85—WATERFOWL HUNTING 
SCHEDULE—This new schedule of 
the 1960-1961 open seasons for 
duck, goose and coot hunting is 
available from Animal Trap Co. of 
America. In addition to listing 
open seasons, it also contains bag 
limits and possession limits for the 
48 states listed by Flyways. Ani- 
mal Trap Co. of America, Dept. 
HA, Lititz, Pa. 


ITEM 86—TOY MERCHANDISING 
BOOKLET—The booklet outlines and 
describes numerous merchandising 
and display set-ups accomplished 
by the proper application of fixtur- 
ing techniques. The 12-page, two- 
color book features timely tips on 
the new techniques of grouping and 
correlating toy arrangement by 
play interest. Also has 15 typical 
display arrangements for the 
proper presentation of dolls and ac- 
cessories, playhouse toys, educa- 
tional toys, children’s furniture, 
ete. Reflector Hardware Corp.., 
Dept. HA, 1400 N. 25th Ave.., 
Melrose Park, Ill. 


ITEM 87—OUTDOOR TIPS BOOKLET— 
Alcoa’s Outdoor Tips with Alumi- 
num Foil booklet describes how alu- 
minum foil makes outdoor cooking 
easier, and much more fun, by help- 
ing to eliminate many cleaning 
utensils. It also suggests other 
pointers of value to campers and 
picknickers. Aluminum Co. of 
America, Dept. HA, 1501 Alcoa 
Bldg., Pittsburgh 19, Pa. 


ITEM 88—PLUMBING SUPPLIES CAT- 
ALOG—The full line of flexible cop- 
per tube water supplies, valves and 
fittings for water supply hookup 
to wash basin, toilet and sink is de- 
scribed and illustrated in this 
Plumb Shop Catalog. Also contains 
specifications on the self-serve rack, 
and information on refill parts and 
prices. Plumb Shop, Dept. HA, 
1341 Temple, Detroit 1, Mich. 


ITEM 89—ALUMINUM LEVELS BUL- 
LETIN—Describes Columbian’s line 


of three Compact aluminum levels. 
Has complete specifications on the 
18-in. and 24-in. tools with %%-in. 
ruled calibrations on the top work- 
ing edge, and the hand-fitting tor- 
pedo type. Columbian Vise & Mfy. 
Co., Dept. HA, Cleveland 4, Ohio. 


ITEM 90— FOLDER ON EXTERIOR 
PAINTING—How-To-Paint folder by 
Benjamin Moore outlines step-by- 
step procedures in using exterior 
house paints. Starts with a check 
list of supplies followed by impor- 
tant phases of surface preparation, 
application, and clean-up pointers. 
Also contains a_ detailed chart 
showing which product is best for 
each of a wide variety of exterior 
surfaces. Information is clearly 
illustrated with photographs. Ben- 
jamin Moore & Co., Dept. HA, 548 
Fifth Ave., New York 36, N. Y. 


ITEM 91—DRILL ATTACHMENT IN- 
FORMATION—A dealer price list is 
included with this catalog on Ar- 
row Metal drill attachments. 
Everything from drill stands to 
hedge trimmers is covered. In ad- 
dition, there is a special section on 
new tools and kits for 98¢ counters. 
Arrow Metal Products Co., Dept. 
HA, 421 W. 203 St., New York 34, 
Ned. 

ITEM 92—ICE AND SNOW MELTING 
CHEMICAL CATALOG—Miniature cat- 
alog by Speco describes Ice Rem, 
the ice and snow melting chemical. 
Contents include a listing of prod- 
uct features. Complete packaging 
data is presented along with appli- 
cation hints. Speco, Inc., Dept. HA, 
7308 Associate Ave., Cleveland 9, 
Ohio. 


ITEM 93—FASTENER PRICE LIST— 
This new 24-page price list covers 
the complete line of fasteners by 
Molly Corp. The list replaces the 
previously issued lists for individ- 
ual products. Molly Corp., Dept. 
HA, Reading, Pa. 


ITEM 94—ELECTRIC GARDEN TOOLS 
CATALOG SHEET— The new Skil 
shrub and grass shears with scis- 
sor-action blades and two _ Skil 
hedge trimmers are illustrated on 
this catalog sheet. Copy describes 
features and general specifications. 
Color photos illustrate the many 
uses for the tools. Skil Corp., Dept. 
HA, 5033 Elston Ave., Chicago, Ill. 





America’s No.! Selling GARDEN TILLER 


The spunky, spirited Springfield Garden Tillers that 

will be given the biggest national advertising boost in 

history. No. 1 seller among branded garden tillers 

in 60, and because of their solid performance and 

consumer satisfaction a cinch to be the 

Y NES sales leader again this next season. 
| Ss d: Magnificently engineered, perfect operating 


| 


balance, and a positive action reverse 


NJ 

Ci Ls mechanism (optional) that provides exclusive 
iy wee? Springfield Reversatility. If it’s not in 
_s 

) ie) FO ee 


\ 


pringtield 


your line, get in line ... and stock it! 


y 


Mower fun to sell because there’s MOWER PROFITS 
Ae? Riding Mowers & Suburban Tractor 
Nai 


The Springfield Riding Mowers were top sellers in 
60, and with the addition of a big brother... the 
36” Suburban Tractor... this line is the one for 
‘61. Absolutely the hardest-hitting promotion 
program in the industry, too... with a traffic- 
building Glad Ride Promotion to be publicized 

in all the nation’s major print media. Liberal 

co-op program and other new features to 

assure mower selling fun (and mower profits) 

in 61. Ask your distributor for details today! 


Product of QUICK MANUFACTURING, INC. The House of Power - Springfield, Ohio 
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WHY 
THIS SYMBOL 
MEANS 
MORE PROFITS 
FOR YOU 


Fred Arbogast 


"BAIT OF CHAMPIONS” 








This symbol of quality means all Arbogast 
lures are action tested under every fishing 
condition. Customers recognize it as the 
mark of baits that catch more fish. That’s 
why Arbogast is America’s top selling 
line of baits. 7 


By Dick Koris, | 
President 


NEW! ULTRA LIGHT JITTERBUG® 
Selling Features: Newest, lightest member 
of Jitterbug Family. Weighs only % oz. 
Has exact action and same fish-catching 
habits of larger models. Packed 12 to 
display card. 8 colors. Retail $1.10. 


HULA POPPER® — Selling Features: Can 
be popped, plunked, twitched on surface 
with equal effectiveness. Used properly, 
causes little disturbance; ideal for spooky 
fish. Hula Skirt squirms to give “‘live’’ 
action. Packed 6 to carton. %, 4% oz. 
8 colors. Retail $1.35. 


BOTTOM BUMPER® — Selling Features: 
Designed to sink properly to avoid hang- 
ups. Weedguards make this jig effective 
anywhere. Hook rides up. Choice of float- 
ing worm or eel tail, with permanent, fish 
attracting odor. Packed 12 on display 
card. %, 4 oz. Red or Black. Retail 75¢. 


Full Color, Full Page Ads in top national 
outdoor magazines make Arbogast Amer- 
ica’s top-selling, top-advertised line of lures. 


SEE YOUR JOBBER TODAY! 
Write for FREE CATALOG on 
ARBOGAST “BAIT OF CHAMPIONS” 


FRED ARBOGAST COMPANY, INC. 


353 West North Street, Akron 3, Ohio 


Want more facts? Circle 120, p. 53 
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We’ve found a way to move slow 


sellers and delight our trade 


A fresh sales idea to replace clearance counters, by .. . 


Harry J. Miller 
Miller's Home Suppliers 
Sarasota, Fla. 


Since ours is a village general 
store in which we carry merchan- 
dise from turnbuckles to candy and 
hinges to hairbrushes, we some- 
times are left with one-of-a-kind or 
discontinued items for which it is 
time-wasting to set up a display or 
an ad. 

We’ve tried arranging a bargain 
table for such stock, but expen- 
sive items like fountain pens get 
lost in the shuffle or are subject to 
pilferage, while cameras and the 
like may be damaged as customers 
scrounge through the merchandise. 

Our better plan, which we run 


about four times a year, is to 
bundle such stock up in grab bags 
and offer them for $1.79. People 
like to be surprised with a bargain, 
and that’s what’s in the bag. 

Our experience has been that 
once a customer has been pleas- 
antly surprised by the purchase, 
he’ll return for several more, in 
anticipation of using the contents 
as gifts. 

Of course, to consistently run 
such a promotion when the need 
arises, it is vitally necessary that 
the bags contain a real bargain, 
else the whole idea collapses. 

Thus the bags serve as a clearing 
house that brings us a partial cash 
return for slow-moving or obsolete 
merchandise. 
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Silence is Gold 


Good thing they put a cash register next to the Oxco #12 
Brush Merchandiser. This unit, eloquent in its silence, is a 
gold mine of profits all across the country. 


This Merchandiser works harder than a salesman on straight 
commission. It was built that way. The Oxco Brush Mer- 
chandisers were designed in accordance with NRHA’‘s Mer- 
chandising Laboratory. Stocked to meet NRHA’‘s Turnover 
Handbook recommendations. Just keep ‘em stocked and 
they’ll keep on selling. 


Notice we said “Merchandisers.” There’s more than one. 
The #12 unit, suitable for most stores, features twelve of 
Oxco’s top sellers. But, if your store is above average in 
volume, maybe the #25 Merchandiser will suit you best. 


It (you’ve guessed it!) efficiently handles twenty-five of the 
most popular styles. 


In case we've forgotten anything, you might want to check 
with your Oxco jobber. Ask him next time he stops in. He 
knows all about Oxco Brush Merchandising units. 


OXCOK' 


OX FIBRE BRUSH COMPANY, INC. 
lolablahed 16. 


sReoraicn 4EG¢ = =—haetiane 


THE LINE THAT 
MOVES 
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Your customers are taking 
a second look...are you ? 


Could the honeymoon be over? Leading analysts say: Yes. All signs show the lawn-mower 
industry going through a major change. A change involving drastic reductions in power-mower 
brands. And many old faces are not around anymore. Other industries have experienced this. 
It’s simply the result of people placing value over price. 


Where do you stand in this picture with your mower line? 


The 2nd time buyer (who as a replacement market, represents approximately 60% of all industry 
Sales right now) started it. He’s fed-up with the “‘cheapie’’ he bought last time that has cost 
him almost as much in service calls as its original price. He now wants a power-mower he can 
depend on, that starts and handles easily, that can be serviced (when it does need it) with parts 
that are close at hand. 

Only if you have the brand that will satisfy this buyer, will you sell him. In other words, 
you should tie in with a brand that gives you what it takes to survive. 


LOOK HOW LAWN-BOY CAN MAKE YOUR POWER-MOWER BUSINESS 
MORE PROFITABLE AND FREE FROM CUSTOMER COMPLAINTS: 


Nome 


Address 


Full Profit through competitive dis- 
counts, freight allowances, at- 
tractive “Early Bird’’ discounts! 


Fastest Service On Parts through 
3600 service dealers coast-to- 
coast—3 day delivery from our 
factory in Lamar, Missouri 


Superior performance with en- 
gines engineered, built and serv- 
iced by Lawn-Boy—product of 
famous OMC know-how in com- 
pact-power field! 


LAWN-BOY, Dept. LHA-110 
OMC ENGINES & EQUIPMENT DIVISION 
Outboard Marine Corp., Waukegan, Ill. 


Tell me how | can become a LAWN-BOY dealer 








Protected Selling Areas that mean 
you don’t sell Lawn-Boy against 


other L-B dealers down the street! . 


Powerful big-magazine ad back- 
ing. Hi-traffic local promotions, 
co-op plans, selling aids, your 
own “magazine’”’ to send out! 


Brand Name Acceptance through 
reliable product that stays sold, 
eliminates complaints and costly 
service that eat up profits 


Logical Step-Up Selling through 
short, graduated line packed with 
industry's most wanted features! 


Over 7500 dealers are now enjoying Lawn-Boy prestige, 
profits and benefits. And maybe it’s time for you to switch, 
too. The coupon brings all details of this top drawer 
franchise, without obligation. Be wise, mail it today. 


LAWN-BOY 


OMC ENGINES & EQUIPMENT DIVISION 


City Zone State Outboard Marine Corp., Waukegan, Ill. 
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Small display island 
features impulse items 


An impulse display island should 
be small, square, and capable of 
holding a variety of sizes and 

—“a 


a 


c@ CG | 
ao 


Gee & ae ‘i 
wi _ sie a 


shapes of hardware. This was the 
thinking that prompted Thrif-T 
Hardware, South Miami, Fla., to 
build the unit pictured. 

The three-tiered display stand 
holds shelf goods, carded and hook- 
on items, and display-counter cards 
in less than 10 sq ft of floor space. 

Lower price impulse items are 
featured. The common 97¢ take- 
your-pick price has moved up to 
$100 worth of hardware weekly. 

The entire display can be re- 
vamped in less than an hour for 
a change to seasonal lines. The 
unit can be moved to a new loca- 
tion by two men in a matter of 
minutes. 





HARDWARE HUMOR 
| 


[AROWARS 


‘We always have fun selling the last 
pair of tire chains.” 





SELL THE 
drills that 


There’s a STANDARD Drill for al- 
most every drilling requirement! 


METAL CUTTING DRILL with \% ” 
shank for Portable Electric Drills. 
Cuts Sheet Metal, Steel, Die Cast 
and Miscellaneous Metais. 


— 


JOBBER’S LENGTH DRILLS in 
fractional, Letter, or Wire Gauge 
sizes. Ideal for cutting Alumi- 
num, Brass, Copper and Steel. 


SILVER and DEMING DRILLS. For 
Blacksmith Drill Presses and 
Electric Drills having 4" chuck 
capacity. 


by 
> 


WOOD BORING DRILL with 4” 
shank for Portable Electric Drills. 
Carbon Steel. 


MASONRY DRILL. Available in 
Fast or Slow spiral design. Car- 
bide-tipped for drilling brick, 
stone, concrete and other types 


on 


STANDARD 


250 CHESTER AVENUE 


good 
will! 


The satisfied purchaser of a 


STANDARD 


Drill, walks out of your store, 
SOLD on you, as a dependable 
merchant, and on your STORE 
as a reliable source . . . head- 
quarters for Quality Cutting 
Tools. 

Why .. . because he knows 
that STANDARD Drills are 
quality merchandise . . . he 
knows either from experience, 
or the “‘say-so” of users... 
that STANDARD products 
are reliable . . . and have been 
accepted by Industry since 1881. 
Not only drills, but a complete 
line of Reamers, Taps and Dies 
are available thru your Hard- 
ware Wholesaler—and they’re... 


CLEVELAND 14. OHIO 


BRANCH WAREHOUSES IN: NEW YORK - DETROIT - CHICAGO - DALLAS - LOS ANGELES - SAN FRANCISCO 
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STARRING today Tale Gals 


nation’s most interesting 
) Mol Uhm saleh-) am elachite-jeli- 
cabinet hardware line! 


\ SIRS 


FAST SELLING 


AMERICANA 


% 
s 


Handsome steel and die-cast pieces 
beautifully finished in Chrome, Black, 
Polished Brass, Polished Copper, 
Nickel or Prime Coat. 


SWEPT-WING 

HINGE 

2519 

Flush Type 

516 

Ssemi-Concealed 

Type in ¥%", 2", 

*%', % 

2518 

Offset Type in 3%" 
DRAWER SLIDES 

#652 

All-steel 

sturdy drawer 

slide, mounted 

under drawer 


in center with 
only four nails 


3"* Centers 
(not avail- 
able in nickel) 


SEMI- 
CONCEALED 
HINGE 

7416 

For overlaid 


doors up to 34" 
thick 








ALWAY MAGNET 
CATCH 


#232 

Only catch in its 
price class that can 
be used on lipped, 
flush or overlay 
doors (Aluminum 
only) 


Ask for complete 
catalog & price 
list TODAY. At- 
tractive finished 
Birch Plaque 
11/2"*x15/2"'x'/2"" 

to display 
mounted sam- 
ples available 
upon request 


CTs Co- 


STAR METAL 5 HD a 


set, Broe 
.g9 Butler Stre° 


Sold through wholesclers only 
Want more facts? Circle 124, p. 53 
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Christmas trees boost holiday 


sales; provide atmosphere 


There are many ways to add sea- 
sonal flavor to your Christmas 
decor, but most of them cost money. 
A West Coast dealer wrestled with 
this problem and came out on top. 

“There’s nothing like a Christ- 
mas tree to project the atmosphere 
of Christmas. Multiply that by 300, 
and you have a lot of atmosphere, 
and a lot of plus-sales for the 
month of December.” 

That’s what Herb Gartner of 
Tacoma, Wash., has been doing for 
the last several Christmas holiday 
seasons in his hardware store. In 
1958, he stocked and sold 200 
Christmas trees at an average sale 
of $2.60 per tree. In 1959, he 
sold virtually his entire stock of 
300 trees. 

This was only part of it, of 
course. Mr. Gartner also. sells 
sprays and wreaths at his Uni- 
versity Place Center Hardware & 
Garden Shop, as well as a good 
variety of materials for customers 
to use in making up their own 
wreaths and decorations. 

These materials were displayed 
in the store’s garden shop display 
room adjoining the hardware sales 


area. Trees were displayed in the 
roofless enclosure in front of the 
garden section of the store. 

“There’s no special risk in han- 
dling Christmas trees if you do it 
properly,” Mr. Gartner says. “Main 
thing is to get good quality stock, 
and to order conservatively. 

“We ordered a little too conser- 
vatively in 1958 and had sold com- 
pletely out three days_ before 
Christmas. 

“These trees carry a nice profit 
margin of 50 percent, build good 
extra dollar volume, and give your 
store a genuine Christmas atmo- 
sphere. Trees bring in trade that 
would not otherwise know what 
your store offers.” 

Mr. Gartner also set up facilities 
to spray trees to order. He charges 
$1 per foot per tree for this ser- 
vice. 

An even better dollar volume 
builder last year was packaged rose 
bushes. University Place Center 
Hardware & Garden Shop sold ap- 
proximately 2000 of these, at an 
average price of $3 apiece. 

Rose bushes are rapidly becom- 

(Continued on page 70) 


Herb Gartner, Jr. and Sr., examine their stock of trees. 











“HOW | MAKE EXTRA SALES OF WEAR-EVER™ 


AS REPORTED BY BILL WILLE OF WILLE BEST HARDWARE, MT. PROSPECT, ILL. 


7 ‘a 


I believe display is the secret of selling women. The yrsettaaaaagy, 

bigger it is, the harder they fall for the product. At . AN K Uys 
least, that’s the way it has worked out in my experience wreneeteren Cy “ 
with Wear-Ever. I put my Wear-Ever display in a high d Di J 
traffic location, stock it extensively, keep it neat and 

orderly, feature either new or seasonal items, and let 

it sell itself. You'd be surprised how many extra sales I 
make this way!" (Signed and notarized) 


Why not put the most famous name in aluminum cookware to work for you? A “Seen eneeste- a 
Nationally advertised for over 58 years, Wear-Ever’s complete line of fine “Gay, Coun wr 
utensils and premium quality Hallite may well be your key to faster turnover “ani 
—a more profitable department. Call your Wear-Ever supplier now, or write 

to: Wear-Ever Aluminum, Inc., Housewares Division, New Kensington, Pa. 


WEAR-EVER 


oo Wear-ever ALUMINUM ine. SS 
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HOW TO MAKE A ROLL OF FENCE 


BOOM 


y : a ’ \ \ 4 


[ 
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The 


only 
fence 
line 
that 
sells 

on sight 





How? By painting the top wire of each roll a bright, bright red. Keystone has 
been doing this for years with one thought in mind—to let everyone know the 
best fence on sight. That’s just what this special trademark does. It booms out 
RED BRAND for all to hear and see. 

You get faster turnover because your customers know all about Red Brand. 





They’ve read about this easy-to-handle fence in farm publications; they’ve heard 


about it over farm radio and television . . . and they’ve used it for years. Farmers 
know Red Brand lasts longer because it’s made of the finest copper-bearing wire, 
especially Galvannealed® to resist rust. 

There’s no question about Red Brand’s popularity. It’s the number one choice 
in the top six corn-producing states. Red Brand barbed wire with the Galvannealed 
red barbs and Red Top® steel fence posts have equal wide-spread acceptance. 

Why sell less when you can sell more of the best? It will pay to stock up on 
Red Brand products today. 


KEYSTONE STEEL & WIRE COMPANY ¢ PEORIA 7, ILLINOIS 
Red Brand Fence @ Red Brand Barbed Wire @ Red Top Steel Posts @ Nails e 
Baler Wire @ Non-Climbable Fence e@ Keyline® Poultry Netting @ Gates 
Want more facts? Circle 126, p. 53 
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profit-makers! 
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Because it’s more profitable than most 
other items, KESTER SOLDER has a day- 
in day-out sales potential in your store. 
Be sure you're well stocked on all 
Kester products... be sure your cus- 
temers can see them... then you'll be 
sure to do the business you should in 
Kester... first name in Solder! 


KESTER 
SOLDER 


“Soldering Simplified” is a 16-page bro- 
chure that creates more solder custom- 
ers for you. Write for your stock of 
“give-away” copies today! 


KESTER SOLDER COMPANY 


4207 Wrightwood Avenue © Chicago 39, Illinois 
Newark 5, N. J. © Anaheim, Calif. ¢ Brantford, Ont., Canada 





Christmas trees boost 


sales; provide atmosphere 
(Continued from page 66) 


ing a favored item for gifts, the 
owner points out. This merchan- 
dise brings a gross profit margin 
of about 45 percent and lacks the 
seasonal risk of the trees. Mr. 
Gartner set the bushes out on a 
display island in his garden supply 
room, with back-up stock in the 
outside enclosure. 

Still more Christmas atmosphere 
was provided last year through a 
high fidelity system set up inside 
the store to play Christmas music. 
Four long-play records provided all 
the variety needed—sufficient so 
that even the owner, his son Herb 
Gartner, Jr., and store employees 
did not tire of the selections. 

———E'nd 


Passersby lured in 
by outside signing 

Many dealers have a wonderful 
service story to tell, once they get 


into personal contact with store 
traffic. For Crown City Hardware, 


Loceinnel 
ine Old stony Paints— 


: are 
Crown City AARDWARE- 
MEOWNERS H 
ae Tes r se — 


Pasadena, Calif., this was not 
enough. 

The store is emblazoned with 
signs and reminders that leave a 
lasting impression on passersby. 

“Yes, we deliver!” says one sign. 

“Easy terms? Sure.” says an- 
other. 

Other legends leave their mark, 
such as a foot-high sign featuring 
builders’ and homeowners hard- 
ware. A king-sized key in the win- 
dow tells locked-out householders 
where to go. 

Heavy emphasis is placed on 
basic hardware and trim for the 
home in all display windows. The 
do-it-yourselfer is drawn to these 
windows. Luxury items and fancy 
wares take a back seat to trash 
burners, mail boxes, and paint. 

“What does the home owner need 


Want more facts? Circle 127, p. 53 
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Fine furniture styling 


with the 


exclusive 


Genuine 


OFN EI BAN 6 


for quality 


TRAY TABLE 
SETS 


Designed to harmonize with today’s smart, 
slim-line furniture...Cal-Dak tray table sets 
are what your fashion-wise customers want 
for their finest parties and constant use day 
in and day out. The ideal item for bridal pro- 
motion throughout the year, perfectly priced 
for a wedding gift. 


Order now for holiday and gift promotions 
... you'll get immediate delivery throughout 
the year from your jobber. Remember...only 
Cal-Dak offers you Fiberglas or metal top 
Tray Table Sets with frames and racks in your 
choice of Black Modern, Florentine Brass- 
plated or Venetian Bronze, with all these 
Cal-Dak exclusive luxury features: 





Graceful 
tapered leg 
styling of 
fine furniture 








Non-skid 
plastic tips 
locked in for 
life of set 


Handsome 
Space-Saver 
Rack,? only 
7'A” wide 








t Patented U.S. Patent No. 2,919,809 


Design Patent No. 188,195 
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ITEM NO. 1151-183 
‘“‘MANDOLIN’’ 
5-piece Set. . .$29.95* 
1 Set to carton, 15 ibs. 


Manufacturers of Work-Saving Quality Housewares 
FACTORIES: LANCASTER, PA.+LITTLE ROCK, ARK.* COLTON, CALIF. 


Want more facts? Circle 128, p. 53 
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ITEM NO. 1145-141 
**HAMPSHIRE’’ 
5-piece Set... $17.95* 
1 Set to carton, 16 Ibs. 


*Retail Fair Trade Price 


xu ys SS EPR 
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ITEM NO. 1148-161 
“MING” 
5-piece Set...$19.95° 


\ 1 Set to carton, 16 Ibs. 


ITEM NO. 1144-121 
“WINDSOR ROSE’’ 
5-piece Set... $12.95° 
1 Set to carton, 12% Ibs. 
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Another 


FULLER (qma-— 


‘gpsusTasie 


MASTER 
MERCHANDISING 


“FIRST” 


Fuller products are made in 
U.S.A., England and other coun- 
tries, of the highest quality ma- 
terials, by skilied craftsmen .. . 
designed for service . . . and 
rigidly inspected to preserve Fuller 
Quality and Reliability. 


Super Deluxe 


ADJUSTABLE 
WRENCH 


Assortment No. 1000 


Drop forged, Rockwell tested steel! 
for perfect hardness. FULL TOP- 
TO-BOTTOM CHROME, GROUND, 
POLISH. 2 ea. of 4 sizes, 6", 8", 
10°", 12" . . . fast sellers at $1.80 
to $4.20. Values to $5.70. Carded, 
pre-priced, on FREE stand-up or 
hang-up metal display rack. These 
belong up front! 


ORDER TODAY! 


Want more facts? Circle 129, p. 53 





EVERY HOME OWNER A PROSPECT 
FOR PROFITABLE MULTIPLE SALES! 


RAIN DRAIN 


FOR LEADER PIPES 
DRAIN SPOUTS 
FAUCETS 


ENDS 
SOIL 
EROSION 


@ Eliminates need for 
Expensive dry welis 


@ Unbreakable 
@ Weather Resistant 


@ One Piece 
No Assembly 


@ Fastens into ground 


With Rain Drain | © lly Guaranteed 


Grey or Green $2.98 Retail 


Write for full details on other Big Profit 
Making Commonwealth products... 
Flexi-Spray, Whirling Dervish and Fen- 
stix. 


BS COMMONWEALTH fice cone 


LEOMINSTER, MASS. 
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How to make 
Merchandise 
Disappear — 


and Profits 


Appear 


Flexible-View Displays by HELLER 
increase store-wide sales by an 
average of 36%. Yet the cost is 
surprisingly low. 

HELLER provides in-store engi- 
neering and merchandising assist- 
ance. 

Why not check with us today for 
complete information. 


THE 


COMPANY 


MONTPELIER, OHIO 
WCH 4 
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for his puttering on Saturday 
morning?” This is the question this 
dealer ponders before building a 
display. 

The payoff is in sales, and this 
store has been encouraged enough 
in this regard to maintain its policy 
until something better comes along. 


On-the-job service 
sells more paint 
(Continued from page 39) 


should be made at least the day 
after the request and, better still, 
the same day. 

A delay of several days can make 
the customers feel justified in pro- 
longing his decision. It sometimes 
may postpone a purchase indefinite- 
ly, or kill it altogether. 

What have been the results of 
this service and how have they 
benefited Charles Hardware? 

First of all, the store’s entire ap- 
proach to merchandising, not only 
paint but hardware as well, is 
based upon a conservative approach 
to building customer relationships 
that will last for years. 

The service offered is founded 
upon this premise and has been 
yielding steady dividends. When 
the owner of one house in a block 
recognizes that it is time to re- 
paint or redecorate, it often re- 
minds neighbors that they are in 
a similar position. 

Frequently the service provided 
one neighbor is passed, by word of 
mouth, to another and several times 
four or five home owners in the 
same neighborhood have availed 
themselves of this service within a 
short period of time. 

However, to supplement this 
word of mouth advertising, the 
store layout is arranged to empha- 
size paint and painting accessories. 
Paint and paint supplies occupy a 
central position, arranged the en- 
tire width of the store behind the 
checkout counter and cash register. 
In addition, paint swatches are in- 
side the entrance to attract the at- 
tention of the customers as soon as 
they enter the store. In fact, the 
entire store is arranged to increase 
customers’ awareness of paint. 

—E'nd 





80,000,000 


~ ayear market 


Get your share with 
the World’s fastest selling 
chain saw— McCULLOCH! 


Here's the tool for your trade! Home owners, 
gardeners, farmers, builders, vacationers, anyone 
and everyone who spends time out of doors and 
time in your store is a ready customer for a tight- 
weight McCulloch chain saw. This versatile power 
tool makes tough jobs easy... cuts firewood, clears 
weeds and brush, trims trees and hedgerows, digs 


holes, does hundreds of other jobs. And McCulloch 
means more profit for you because it’s the only pro- 
fessional quality chain saw at an economy price. 
Get your share of the multi-million dollar chain saw 
market by stocking the fastest selling chain saw on 
the market — McCulloch! 


LOW AS 





Professional features, —* 


economy price, high profit. 


McCULLOCH PROFIT FACTORS! 


@® Number One in World Sales—a pref- 
erence you can’t beat. 


@ Increased discounts make it easier 
than ever to boost your profit margin on 
fast selling McCulloch products. 


Peer > 
M1 


McCulloc 


NUMBER ONE IN WORLD SALES 


McCulloch Corporation, Los Angeles + Marine Products Division (Scott Outboards), Minne- 
apolis * McCulloch of Canada, Ltd., Toronto - McCulloch International Inc., Los Angeles 


5-0605 


LEADERSHIP THROUGH CREATIVE ENGINEERING 


with full 16” bar 


@® Versatile McCulloch accessories add 
extra profit to every sale. 


@ New Super Pintail® chain is the best 
chain available and it’s exclusive with 
McCulloch dealers. 


@® McCulloch backs you with a national 


CHAIN 
SAWS 


-———-—-—-—-—~-------~+ 
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Address __ 


ED cxnienteee 


advertising campaign, a full dealer co-op 
advertising program, store displays and 
hard-selling product brochures. 


® McCulloch product line includes seven 
chain saw models, accessories, new 
Super Pintail chain and championship 
kart engines. 


McCULLOCH CORPORATION 


6101 W. Century Bivd., Dept. HA-3 
Los Angeles 45, California 


Please send full information on the advantages and profit 
potential of a McCulloch dealership. 


Ee ae: See 


Zone __ State 
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(Advertisement) 





Here is the inventory sheet you helped to design 


- Inventory counting simplified 


with these new sheets 





Form CC402 
Prepared by 
HARDWARE AGE 


DEPARTMENT 





LOCATION 





CALLED BY 





INVENTORY RECORD PAGE 


ENTERED BY 





DATE 





CHECKED BY 





PRICED BY. 





CHECKED BY 








EXTENDED BY 


Keep Your Figures and Fractions in the Columns. Be Extremely Careful That You Do Not Mix Your Single Units with Dozens, or Dozens with Gross Quantities 


ERRORS EXM'D BY 











Order additional copies from HARDWARE AGE, Chestnut & 56th Sts., Philadelphia 39, Pa. 





ARTICLE WITH NUMBER OR SIZE 
Spaces below set for double ced typewriter 


QUANTITY UNIT 





COST PRICE COST RETAIL RETAIL 


UNIT | EXTENSION PRICE EXTENSION 


replacement) 





| 





Wel ee : ~ 


. 
Bimal 
| 





















































—— 





















































Totals 














| 
| || | 



































We asked hardware dealers what they wanted 
in an inventory counting and record form. Their 
answers are incorporated in the new HARDWARE 
AGE Inventory Record forms. 


Thousands of dealers have used HA Inventory 
Records in the past, because they are practical 
and easy to use. The revised forms will make 
your inventory taking even easier. 


Inventory sheets come in two styles—white and 
yellow. Both types are ruled to permit use of 
typewriter (double-spaced) without adjusting 
machine. All sheets are punched for loose-leaf 
binders. 


White sheets (illustrated above), Form CC402, 
have 25 listing lines on each side, on good bond 
paper. Prices, postpaid, are: $1.35 per 100 sheets 








Sample of white inventory sheet. 


up to 500 sheets. Over 500 sheets, $1.10 per 100 
sheets. Overall size of sheets: 914 x 11% in. 


Yellow sheets, Form CC401, have 36 listing 
lines on each side on high quality yellow paper. 
Listings include: article name, unit, cost price, 
unit, cost extension, percent discount or deprecia- 
tion, amount of loss taken. Prices, postpaid, are: 
$1.75 per 100 sheets up to 500 sheets; over 500 
sheets, $1.50 per 100 sheets. Overall size of 
sheets: 10 x 1514 in. 


Make your inventory taking easier this year 
by ordering a supply of these new forms now. 
Please send check with order to HARDWARE AGE, 
Chestnut & 56th Sts., Philadelphia 39. Make 
check payable to HA Reader Service Dept. Spec- 
ify color or Form Number. 
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: ; ‘ ; 7 hint ’ 
Stak! «ees = 
DANUBE: translucent blue with textured ROSES: dainty pink blossoms have a 
22K gold. 


GOLDEN FROST: raised 22K gold leaves 
textured feel. 


give exciting dimension. 


a 
> 


i 


it 
i 
: 


’ 
= 


ICY RIBBONS: pebbled frosty bands, 


rimmed in sparkling 22K gold. 


ef: ‘~~ + r 
a ma ss 2 ~ é. al 
at Pe Om 


FERN GLAZE 
each set of 8. 


4 cranberry and 4 turquoise raised fronds in 


, MEDALLIC:. frosted translucent 
blue and bright 22K gold. 


[ibtey 


a Libbey ‘Safedge’ glass ever chips.” 


The touch of loveliness... 





levtined Glassware ty 


for today’s smart hostess 


This new idea in glassware... 
Libbey’s Textured glasses . . . gener- 
ates sales excitement wherever 
displayed! 


In sets of 8-of-a-kind, Fern Glaze 
about $6.00, all others about $5.00. 


Icy Ribbons, Fern 

Glaze, Medallic come 

in a molded plastic serve-and-store 
“Tray Box.” Danube, Golden Frost, 


Roses are beautifully gift-boxed, too. 


Show the patterns prominently . . . 
to let women see and feel the beauty 
of Libbey Textured Glasses . . . they'll 
want to take them home for personal 
or gift use. Each glass, of course, is 
backed by the famous Libbey guar- 
antee: “A new glass if the rim of 


LIBBEY SAFEDGE GLASSWARE 


Textured glassware is featured in 
the Libbey advertisement appearing 
in the October issue of McCatv’s., 


See your Libbey Distributor now 
for full information on each exciting 
pattern, and be sure to have enough 
to satisfy every customer. 


Owens-ILuINoIs 


AN (I) PRODUCT GENERAL OFFICES +» TOLEDO 1, OHIO 
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HOUSEWARES & cIFTWARES 


Serving Trays with a Flair! The new- 
est in ‘‘Lustre-Bright’”’ brass plated 
serving trays, with stain-proof wood- 
grain inset. 


Yes, Artistic always leads the way, 
always ready with housewares and 
giftwares your customers want, year 
after year—season after season. 


A complete Hi-Fi library at a glance! 
Up to 100 LP records protected, 
easily found or filed with this com- 
bination, portable floor or table 
Browser Caddy. 


REMEMBER: Artistic leads the way 
with newer creations ... better sales 
. bigger profits! 


i 
: > F : - 
‘ Asem ee 
oN a“ 


Send for complete catalog 


WIRE PRODUCTS CO., INC 


Dept. HA, East Hampton, Conn. 
Want more facts? Circle 134, p. 53 
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| at the 


Why remodel? 
(Continued from page 36) 


There was little chance for 
service because most of the mer- 
chandise was behind the counter. 

“Fixtures were dark in 
neither 
new 


color, 

functional nor pretty. The 

fixtures, much lighter in fin- 

| ish, are designed to fit specific mer- 

| chandise. Our bright new fluores- 

| | cent lighting system does wonders 
in highlighting merchandise.” 





Customers change 
Mr. Coplin also sees 
the character of his average cus- 
tomer. For years his 
were dirt farmers whose chief de- 
mand was for items like plow 
stocks, horse collars, wash tubs, 
trace chains and other similarly 
good but very limited lines. 
3ecause of the streamlining that 
| has taken place, Mr. Coplin’s cus- 
tomers are no longer dirt farmers 
only. They raise cattle and chick- 
ens. Many of them work in indus- 
trial plants. They haul 
and they do many other 


produce 
things. 


Mr. Coplin’s store is in the midst | 


of the Tennessee Valley Authority 
territory, and cheap TVA power 
has to a large degree made this 
possible. He now has customers 
who live in mobile homes and work 
tedstone Arsenal at Hunts- 
ville, 40 miles away. Remodeling 
made it possible to appeal to this 


ever-widening customer potential. 


Stock must be changed 
As an example of the change in 
his store, Mr. 


the other 


likely to want a gun or 


horseshoes. 

The average woman 
likely want a gift for a birthday 
party or a decoration for her din- 
ner table than a dipper or wash 
board. Times have changed. 


will 


“Things have just changed, 
we had to change also,” Mr. Coplin 
says. “It was either move with the 
times or see our business go to 
more modern outlets such as va- 


and 


self- | 











a change in | 


customers | 





Coplin now has fish- | 
ing tackle and sporting goods in | 
front on one side of the store. On | 
side in front, gifts and | 
housewares predominate. The aver- | 
age man who comes in now is more | 
fishing | 
tackle than a posthole digger or | 


more | 





MOST BEAUTIFUL 
CAN OPENER 
MABE 


PORTABLE 


ELECTRIC | | 


CAN 
OPENER 


Rival) RIVAL MANUFACTURING CO 
__Ransas City 29. Missou , 


; r 
Lan2gdad 
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GL WAM PUVIMECMR 


by Ws JO “iis , 


ae Yoo 


a 
BORG-ERICKSON 
product 


Want more facts? Circle 136, p. 53 





PROFITS 


strictly on the 


LEVELS 


« New Low Prices... 


« New Plus Features... 
and this Complete New Stanley 


SELF-SERVICE 
LEVEL DEPARTMENT 


Now...set up a compact, profitable LEVEL 
DEPARTMENT in a space slightly over a foot 
wide! Stanley Quality Levels—each one a fast- 
moving PROFITOOL item-—all list at prices 
within the range of the homeowner, hobbyist or 
the skilled craftsman and mechanic. And the levels 
are attractively arranged for quick impulse sales. 


A COMPLETE LEVEL DEPARTMENT 
ONLY 14” WIDE, 32” HIGH 

No. Li3D Profitool Uni-Rack features the 

following tools: 

2 each Nos. 187 and H1287 Line Levels 

2 each Nos. 264 and H1291 Torpedo Levels 

2 each No. 524A-24” Aluminum Level 

l each No. H1297-18”, 24”, 28” Aluminum Levels 

l each No. 313-24” Aluminum Level 

1 each No. 255A-24” Magnesium Level 


om 20489 
ton & Deed 


Packed in reship carton, weight 15 lbs. 


METAL RACK 
is FREE! 


CALL YOUR WHOLESALER TODAY... for complete 
information about the complete line of Stanley Quality 
Levels and the new Level Uni-Rack No. L13D. Or write 
Stanley Tools, Division of The Stanley Works, Dept. 
3811 New Britain, Conn. 


. 
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NEW UNI-RACK NO. 


AMERICA BUILDS BETTER 


This famous trademark distinguishes over 20,000 quality products of The Stanley Works, New Britain, Conn.—hand tools © electric 
tools © builders hardware ® industrial hardware © drapery hardware * automatic door controls © aluminum windows © stampings 
* 


REG. U.S. PAT. OFF. 


AND 


LIVES 











Li3D 


BETTER WITH STANLEY 


springs * coatings * strip steel © steel strapping—made in 24 plants in the United States, Canada, England and Germany. 


CANADIAN PLANTS: HAMILTON. ONTARIO AND ROXTON POND. P O. 
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your guide to 
trouble-free 
aerosol paints 


NON-CLOG DESIGN 
IDEAL SPRAY PATTERN 
NO FINGER FATIGUE 


Look for 

the plastic top 
with this 
distinctive profile 
...it identifies 
THE EXCLUSIVE 
SPRAYON 
“DANVERN"” 
AEROSOL VALVE 


<x 
Fey 
“ 


DOT +~ 

43 225) 3 ] 

Ls 7 
; 
w 


NSE 


When you stock self-spraying 
paint, this famous valve means 
dependable performance and 
happy customers. You'll find it 
on the aerosol cans of many of 
the nation’s best-known paint 
manufacturers*. Engineered 
specially for paints, the Sprayon 
“Danvern” valve has no parts 
that “age” on the shelf and is 
virtually foolproof in opera- 
tion. It is clean and easy to use 
and always works. Be sure the 
aerosols you stock have it. 


* Names furnished on request. 


SPRAYON PRODUCTS, INC. 


2071 East 65th St., Cleveland 3, Ohio 
Want more facts? Circle 138, p. 53 
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riety stores, drug stores and chain 
stores of all kinds.” 

The Coplin fixtures have large 
ledges above canopies, where wheel 
goods and other large items may 
be displayed to good advantage. 
Hundreds of extra square feet of 
display area were gained in this 
phase of remodeling. 

The new front of the Coplin store 
is of the full open window type. 
It shows off the whole store inte- 
rior to good effect. Huge block let- 
ters spell out the store name, visi- 
ble for blocks away, day or night. 

Mr. Coplin kept doing business 
all during the remodeling. This of- 
fered a surprise. Business during 
this time was better than usual, 
and the dealer figures curiosity as 
o “what Coplin is doing” brought 
in many customers. 

As the store (33 x 90 ft) was not 
big enough for Mr. Coplin. to have 
a toy department as large as 
wanted, he decided to move the sec- 
tion upstairs to vacated storage 
space. The old fixtures were moved 
upstairs, refurbished, and fitted 
with perforated paneling to be 
more useful. 

Now Mr. Coplin has a very large 
toy department with a stairway 
leading from the front of the first 
floor. It accounts for a big percent- 
age of the store’s volume in De- 
cember. In fact, it is now a good 
year-around business. 

In this case, remodeling made 
more room for all lines while cre- 
ating new room for a greatly ex- 
panded major department. It 
boomed self service. It is bringing 
trade from much greater distances. 

And, it is paying for itself 
rapidly. —E'nd 


Is there a place 
for a one-man store? 
(Continued from page 37) 


And they buy too much in depth 
instead of variety. 

“Embarrassing turnover rate? I 
should say not. The national aver- 
age is pretty close to two stock 
turns a year. I get four stock 
turns.” 

Bates Home Supply is after the 


PROVED BY THOUSANDS 
TO INCREASE: 

e IMPULSE BUYING 

e SELF-SERVICE 

e RELATED ITEM SALES 
SELL MORE—SELL FASTER—SELL EASIER 


it easier for your eustemers te buy. 

USABLE ~ eae SPACE ALL AROUND the 
entire isian NO BLIND SPOTS! Use 
in all + 

Write today for full _-¥ eof hew YOU ean 
make your sales soar unbelievable low cost 
with FLEXO-fPACE 


FREE ALL NEW 50-PAGE 
WHOLESALE DISCOUNT CATALOG 


ADD SALES CO. 
824 YORK STREET 
MANITOWOC, WISCONSIN 


WRITE: 
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Changes 


New products and new 
trade names are _  con- 
stantly being added to 
the listings for the next 
Directory Number of 
HARDWARE AGE. 


Therefore, if you do not 
find in the current issue 
of the Directory Number 
the product you are inter- 
ested in, write to the “Who 
Makes It” Editor. He'll be 
glad to serve you. 


HARDWARE AGE 


Chestnut and 56th Sts., Phila. 39, Pa. 











SPRING ASSORTMENT >So 


* 1,000 SPRINGS (#1 te #100) 
* METAL DISPLAY with SPRINGS 
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HALITE “ROAD SHOW” 
GOES INTO 


SECOND GREAT YEAR! | 


... to help you sell more Sterling Halite Melting Crystals! 


This winter, it’s outdoor boards again for Sterling Halite. Millions 
of people will see this big, colorful advertising campaign. The SOD SS SR eee 





; é 48.9% greater meiting power than other snow 
boards will be up for 60 days during the worst winter weather. and ice treatments at 30°F.! « Dissolves 46 times 


They'll be up in major markets on highways and near shopping its own weight on snow or ice! + Most effective if 


, ; : spread while snow is falling or before freeze! 
centers. Halite comes in 10-Ib. bags (6 to a bale), in 25-Ib. bags - Breaks up ice and hard-packed snow by fast 


with carrying handle and in 100-lb. bags. To sell more—buy two-way action! » Use it under rear wheels of car! 
enough . . . so you won't run out. 


FREE: Folder of ‘‘Merchandising Ideas’’ to help you sell more INTERNATIONAL SALT COMPANY, CLARKS SUMMIT, PA. 


‘ , Buffalo « Boston « Charlotte « Chicago « Cincinnati « Detroit « Newark 
Halite all winter long. Send for it today. New Orleans « New York ¢ Philadelphia « Pittsburgh « St. Louis 
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BLISTERPROOF, 
OIL, GAS AND 
WATER RE- 
SISTANT NON- 
SLIP GRIP — 
LOCKED INTO 
UNBREAKABLE 
AMBER HANDLE — 
SUPER 
COMFORTABLE 


Patent No 
2871899 


NEW | Patented 


FTRAacE 


Bridgeport © 


with N EW 


PATENTED 
INTERLOCKED 


TONGUE & GROOVE" 


WO HANDLE 


GREATER 
50 % TURNING 
POWER! 


BOLSTERED 

HEAVY DUTY BLADE — 
WINGED SHANKED — 
HARDENED ALLOY 
TOOL STEEL. FULL 
CHROME PLATE 
FINISH 


PRECISION 
CROSS- 
GROUND 


, % (le ANG, ¥ 
> See our gh catalos \ POINT 
= complete «# serv® 

: fine in... : 


f 
‘ 
Bane ae 2 


— 


> «oc 


t —— 
> eee F 


INTERLOCKED 
“Tongue & Groove” Handle 


— Cannot slip, slide, twist or 


come off! 


Cross section showing slotted 
amber handle and interlocking 
ribbed sleeve of genuine Nitrile 
rubber. Full length “tongue and 
groove” interlock completely 
prevents twisting and sliding. 


17 Sizes & Styles 
for all trades. 
Available in 

open stock or 

3 dozen assorted 
with FREE Display 
rack — Deal #2703. 
Ask your jobber 

or write. 


THE BRIDGEPORT £,/7.\,1°s). 4. \31-m in ce oe) 1 


BRIDGEPORT, CONN., U.S.A. 
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trade of the do-it-yourselfer. Store 
hours are from 9 a.m. to 7 p.m. 

The owner says: “This type of 
customer comes home at 5 and 
then goes to work on a home proj- 
ect. We attract him because we 
are located in a neighborhood sec- 
tion and he does not have to be 
dressed up to drop in. Further, 
parking is more than ample for 
the trade.” 

Mr. Bates is enthusiastic about 
the value of using variety in- 
stead of depth. His store is 100 
percent open display. Mass mer- 
chandising is the basis of his busi- 
ness. There is very little back up 
stock. 


Variety is important 

The owner stresses the fact 
that a small back up stock per- 
mits more variety. He is able to 
get one day service from E]! Paso, 
Texas, and Albuquerque, N. M., 
jobbers. With such a quick ser- 
vice Bates Home Supply buys va- 
riety as opposed to depth of stock. 
The phone is relied on for fast 
contact with wholesalers. 

This dealer reports: “To have 
a lot of back up stock on each 
item is to limit assortments. | 
have less than $17,000 in stock. 
But I have more on display than 
many stores that have a $30,000 
inventory. This makes me flexible 
and in position to take advantage 
of the new merchandise in the 
market. 


Quantity vs. flexibility 

“I can compete with chain 
stores. Operating with a minimum 
of capital calls for variety, and 
the latest items. I can do both. 
If I had to buy in quantity, even- 
tually I would lose the flexibility 
of buying.” 

Bates Home Supply reflects the 
owner’s attitude about window 
displays. He insists the old hard- 
ware store should have gone out 
with the horse and buggy days. 

“The trend,” Mr. Bates says, “is 
that people are becoming more do- 
it-yourself minded. The average 
shopper is a person iu a car going 
past a store at the rate of 30 miles 
an hour. Under such conditions 
he is not going to ston to look at 
a specific window display.” 

For this reason and because the 





nd iots of 
profit potential for you = 


“bas Wppeal 


VWEHLLSAW 400 


= Oe Ole a Oe PO) ee 


Sell the WELLSAW 400 Every once in awhile a product comes along that 


for iobs like these... catches the imagination because it’s practical 
and it’s different. That’s what is happening with 
| the Wellsaw 400. 


The Wellsaw 400 is a simple but tremendously 
effective idea in sawing. The user can quickly learn 
to do anything with it that he can do with a hand- 
saw. The Wellsaw 400 is well built. It features a 
husky 7 amp. motor, precision ball and needle 
bearings, heat treated helical gears—you can sell 
it with confidence. The Wellsaw 400 performs re- 
markably. 8” blade is all usable, cuts on in and 
out strokes with no whip, no kick, no pull. 


Start cashing in on the profit potential of the 
Wellsaw 400 right away. Write for full informa- 
tion or ask your wholesaler to place an order 


Cut Posts and Beams Saw Flush With Support for you 





WELLS MANUFACTURING CORPORATION 


SAW SPECIALISTS SINCE 1925 
503 FOURTH AVENUE . THREE RIVERS, MICHIGAN 
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space can be utilized for inside 
display of stock, Bates Home Sup- 
ply does not have window dis- 
plays. The entire store can be 
viewed from the outside, through 


s ee the open windows. 
Self-service | | | His experience shows that im- 
° é pulse buying, due to mass displays 
Display and self-selection, is taking over. 


He predicts: “One of these days 


Merchandisers j 4 bolts, screws, and all shelf hard- 


ware, will all come packaged and 


f Ir 0 WD e ie > @ pre-priced.” 
9 ia : Pre-pricing is used 
8 A we v B E L L Pe is | | Pre-pricing is welcomed at 


“ee = Bates Home Supply. Mr. Bates 
C HAIN pee GO lf Gouget says, “it is a very important fac- 
. Li. ~~: tor in providing a profitable mar- 


h eee | i gin for the dealer.” The margin, 
e p) you me i | ra UV - he says, does not even have to be 

F | | . = —_ ¥ as great as on loose items to be 
arial : | | “aah ’ profitable, for dealers do not have 
to wait on customers. 


over ' ) ag oe ae Moreover, says Mr. Bates, a 


pre-priced package gives the cus- 


| tomer the feeling it is a fair price. 
100% : ree! | Pt iB. “T find,” he says, “merchandise 
2 £ ’ , that is pre-priced saves time and 


MARK-UP! is i involves less sales resistance.” 
m 4 P ' : é j 





Bates Home Supply approaches 

| supermarket methods. A sales slip 

lis not written out for each sale. 

Instead, the customer picks out 

; ( go the item and brings it to the 

e More sales through display —and Zz. | counter. The amount is registered 
every sale earns you more than J | | '_in the combination cash register 
100% mark-up mr and adding machine. 

«Berea ree, The slip given the customer 
© Compete cham tepentannt . LO NIL ST). shows each item, the tax, and the 
total. A copy is kept in the ma- 
chine automatically. 


e Merchandisers cost you nothing 
when you buy a chain assortment 





with either unit—in approxi- 
mately one square foot of space 
e Variety of assortments available. 
: < B Progress pays off 
New display has these features: Ah | : So successful has Mr. Bates 
” Bi Cl aiet | been in watching all the angles 
; ‘Oe CB ated for progressive merchandising 
Handy bins for accessory items @ SSO that he has had to double his floor 
New chain cutter attached | is . ; space. The firm now occupies 2000 
Handy chain-end holders . | i * sq ft. Bates Home Supply special- 
~ m ma aes : ; ne . . . f " : 
Tilted to provide better display ee izes in merchandise for the home 
~ ee Its more profitable volume comes 
from lines of door hinges, fasten- 
ers, faucets, garden and lawn sup- 
Stand and cutter for light chain are supplied free plies, gifts, toys, and lawn mow- 
with the purchase of various assortments. ers. Considerable traffic comes 
from shoppers for small gifts and 
GET COMPLETE INFORMATION FROM YOUR toys. 
CAMPBELL WHOLESALER, OR WRITE DIRECT “The one man store? It’s still 
needed, and with good manage- 
ment, it is here to stay,” says Mr. 
Bates. End 


Load from front 


Suggested retail price sticker supplied 
Interchangeable welded and weldless reels 
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take advantage of products that are 


recommended to your customers... 


W hat other products for the home carry the symbol 
that represents a recommendation that has influenced 
America’s dining habits for more than 25 years? 
With Duncan Hines kitchen implements and gift 
items you display a name that carries a built-in recom- 
mendation... plus immediate recognition resulting 
from billions of consumer impressions through the 
mammoth Duncan Hines promotion program. 


Take advantage of this famous recommendation 


by letting Duncan Hines products for the home sell 
for you! 


HINES-PARK FOODS, INC., 408 EAST STATE STREET, ITHACA, NEW YORK 





7M Eee 


o" 
- srtfic ry 
Jhlally Adver SECO A 


IST PRICE 


ANTI-SYPHON CHECK VALVE a a a OO 


See si EASI-BILD* PATTERNS 
Full water-way.No restriction, 4% pipe A 


UNION VALVE (Non-Union $2.60) 


Swivel seat for long life, 94°’ pipe $360 


ciuamnetieesenme 


| pn 


: Flush-Mounted, 
POP-UP SPRINKLER HEAD ¢ “Can't-Slip” Nut 
Pops up 112” above grass °° Securely Anchors 
aD Bolts in Wood! 


REGULAR SPRINKLER HEAD 


Fully adjustable, solid brass °T. M. Reg. U. S. Pat. Off, 


pT TTR, 





| | ce taneee my will be asking 

a or because they'll 

HOSE TO PIPE FITTINGS s| a oe 
Various sizes available Daas . * EASI-BILD PATTERNS for making 
oes > many useful and wanted projects 
around the home. Handymen will 

HOSE Y want ‘em for repairs. Stock up now 


68 
Ideal for Siamese connections Saleen aa ae pad porn dy S and other items in the 





OUR PRODUCTS MANUFACTURED FROM HIGH QUALITY BRASS, ORDER FROM YOUR WHOLESALER 
GUARANTEED AGAINST DEFECTIVE WORKMANSHIP 
PRODUCTS SOLD THROUGH YOUR LOCAL JOBBER ONLY 


CHAMPION BRASS MFG. CO. 


460 NAUD ST. © LOS ANGELES 12, CALIF, © CApitol 1-2108 
Want more facts? Circle 146, p. 53 Want more facts? Circle 147, p. 53 
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Needed: Standard units of sale 


Editor’s note—‘How to make buying easier,” the talk made before NWHA 
at the recent Atlantic City convention by R. C. Neely, Jr., president of 
Amarillo Hardware Co., was reported in Hardware Age, Nov. 3, page 93. 
Space requirements dictated that this portion of Mr. Neely’s presentation 
be held over from that issue. This section covers the need for revised 


standard units of sale. 


Your committee has made a 
study to recommend a list of stand- 
ardized units of sale which could be 
considered and possibly adopted. 


After much discussion and con- 
siderable time, your committee on 
Simplified Unit Pricing and Deci- 
mal Packaging would like to sub- 


DOOR KNOB SPINDLE 


ASSORTMENT 


DOOR KNOB SPINDLES 


(All Threeded Spindies—20 Threads te the inch} 





KNOB SCREWS KNOB WASHER 


mit for consideration the following 
list of standardized units of sale 
and the abbreviation 


mend. 


Revised Standardized Units of Sale 


Abbreviation 


Unit 
Assortment 
Bag 
Bale 
Ball 
Barrel 

30X 
Bundle 
Can 
Card 
Carton 
Case 
Coil 
Display 
Each 
Envelope 
Foot 
Gross 
Hank 
Keg 

Kit 
Length 
Linear Foot 
Pack 
Package 
Pail 
Pair 
Pounds 
Reel 

Roll 

Set 
Sheet 
Sleeve 
Spool 
Square 
Square foot 
Square yard 
Tin 
Tube 


we 


asst 
bag 
bale 
ball 
bbl. 
box 
bdl. 
can 
ed. 
ctn. 
case 
coil 
disp. 
ea. 
env. 
ft. 
gro. 
hank 
keg 
kit 
lgth. 
lin. ft. 
pack 
pkg. 
pail 
pr. 
Ibs. 
reel 
roll 
set 
sht. 
sleeve 
spool 
sq. 
sq. ft. 
sq. yd. 
tin 
tube 


recom- 


Hundred weight cwt. 
Yard yd. 


In my company, we are using elec- 
tronic equipment and have elected 
to further reduce the standard ab- 
breviation to two characters. How- 
ever, it was the consensus of the 
committee that for those members 
who use handwritten or typed in- 
voices other than through elec- 
tronic equipment that the above 
standard abbreviations be used. 

This committee and your Execu- 
tive Committee, through your asso- 
ciation office, would like to hear 
your comments on this particular 
study concerning the standardized 
units of sale and the abbreviations: 
suggested. 


This assortment contains 27 popular 
spindles, 3 each of 9 numbers. Along 
with our famous line of door knobs, 
Niele meor-lamaigemy-lLcelel em isn com-t-](-} eto 
sortment and individual items avail- 
10) (-Migelagme) o\-1a6-)(0lo1 Om Olael-1 male) micelen 
Wreleig Wholesaler. 


KEEP YOUR ’ Gz: 


TAYLOR LOCK COMPANY, PHILADELPHIA 32, PA. 
MFRS. OF NIGHT LATCHES, PADLOCKS, DOOR KNOBS, KEY BLANKS AND BUILDERS’ HARDWARE SINCE 1922 


Want more facts? Circle 148, p. 53 
84 ¢« HARDWARE AGE, November 17, 1960 





Full Margins! Competitively Priced! Fast Turnover! 


™E COMPLETE 
LAWN CARE une 


7 Rotary Power Mowers 
2 Reel Power Mowers 
1 Rotary Rider 


2 Heavy Duty, Rotary 


POWER TILLERS 


New, Superior Atlas-Aire Tine-Blade Design Changes from edger to trimmer in seconds 


Fingertip clutch and hand throttle 2 H.P. Briggs & Stratton engine with Choke-A-Matic 
Heavy duty construction control 


Well-balanced for easy control Lightweight but rugged 


2412” tilling width — remove outer tines for Curb roller lowers to level engine when edging 
17'4"” width at curb 


24 high-carbon-steel tine blades Deluxe red finish with white trim 
One model is reversible Low-tone muffler 


ATLAS TOOL & MANUFACTURING CO. Atlas-Aire—Quality built to 
Founded in 1926 outperform all others... 
5147 Natural Bridge Road St. Lovis 15, Missouri RUGGED... YET PRICED RIGHT. 


6062 


Want more facts? Circle 149, p. 53 
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-  Here’s one complete reliable source 
_ for bright wire hardware. Hooks, screw 
~ eyes, cotter pins . . . all types and 
sizes. Available in popular Pic-Pak self- 
service packages with complete 
counter display assortment. Ask your. 
wholesaler! 


. Hindley Manufacturing Co., Cumberland, R. 1. 


| Wire Hardware * Cotter Pins « Piumbing Specialties 
= | 


Want more facts? Circle 150, p. 53 A 
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Convention Calendar 





conventions 


shows 


conferences 











18-20 


January 
8-10 


24-26 
27-29 


27-30 

29 
29-30 
29-31 
29-31 


29-31 


30-31 





Convention Check List 


For complete details about the conventions and shows listed below, see the 





alphabetical listing starting on p. 186, Nov. 3 issue. The next 
complete listing will be in Dec. | issue. 


November 


Retail Paint & Wallpaper Dis- 
tributors of America, Inc. 
Trade Show, Atlantic City. 


Hibbard, Spencer, Bartlett & 
Co. Annual Convention of True 
Value, Auburn, Associoted & 
Buh! Sons Dealers, Evanston, Ill. 
Weed & Co., Dealer Show, 
Buffalo, N. Y. 

Whitlock Corp., Semi-annual 
Convention of their Pro Fran- 
chised Dealers, Yonkers, N. Y. 
Ace Hardware Corp., Annua! 
Convention & Exhibit, Chicaao. 
Pennsylvania & Atlantic Sea- 
board Hardware Assn., Phila- 
delphia. 

Minnesota’ _— Retail 
Assn., Minneapolis. 
National Housewares 
Chicago. 

Albany Hardware & Iron Co. 
Dealer Show, Albany, N. Y. 
Intermountain Assn., of Hard- 
ware & Implement Dealers, Salt 
Lake City, Utah. 

Pacific Northwest Hardware & 
Implement Assn., Spokane 
Wash. 

Texas Hardware & Implement 
Assn., Houston, Texas. 

United Hardware Distributing 
Co., Annual Stockholders’ Meet- 
ing & Merchandising Show, Min- 
neapolis. 

South Dakota Retail Hardware 
Assn., Sioux Falls, S. D. 

Van Camp Hardware & Iron 
Co., Spring & Summer Mer- 
— Show, Indianapolis, 
nd. 

Mountain States, Hardware & 
Implement Assn., Denver, Colo. 
Oklahoma Hardware & Imple- 
ment Assn., Oklahoma City, 
Okla. 

Illinois Retail Hardware Assn.. 
Honolulu, Hawaii. 

S. Federbush Co., Spring Show- 
case, Lodi, N. J. 
Louisiana-Mississippi Retai| 
Hardware Assn., Jackson, Miss. 
Indiana Retail Hardware Assn.., 
Indianapolis. 

North Coast Retail Hardware 
Assn., Inc., Seattle, Wash. 
Wisco Hardware Co., Mer- 
chandising School & Sales Show, 
Madison, Wis. 
American Hardware 


Hardware 


Exhibit 


Supply 


Co., 
burgh. 


Merchandise Fair, Pitts- 


February 


5-6 Nebraska 


5-6 
5-7 
5-8 
6-7 


7-9 


12-13 
12-13 
12-14 


12-14 
12-14 
12-15 
12-15 
15-16 


19-20 


19-21 
19-21 
20-22 


21-23 
26-28 
27 to 
Mar. | 
27 to 
Mar. | 
March 


7-9 


Retail! Hardware 
Assn., Lincoln, Nebr. 
Tennessee Retail Hardware 
Assn., Nashville, Tenn. 

Virginia Retail Hardware Assn.., 
Roanoke, Va. 
Ohio Hardware 
land, Ohio. 
Wisconsin Retail Hardware 
Assn., Milwaukee, Wis. 

C. Y. Schelly & Bros., Inc., An- 
nual Spring Show, Fairgrounds, 
Allentown, Pa. 
Connecticut Hardware 
Hartford, Conn. 
Arkansas Retail Hardware 
Assn., Little Rock, Ark. 
Tri-State Hardware & Imple- 
ment Assn., Amarillo, Texas. 
Western States Hardwoare- 
Houseware Show, San Fran- 
Cisco. 

Kentucky Retail 
Assn., Louisville, Ky. 
Michigan _— Retail 
Assn., Detroit. 

lowa Retail Hardware Assn., 
Des Moines, lowa. 

Our Own Hardware Co., Spring 
Convention, Minneapolis. 
Piedmont Hardware Co., Gen- 
eral Trade Show, Danville, Va. 
Oklahoma Hardware Co., An- 
nual Spring Market, Oklahoma 
City, Okla. 

West Coast Hardware & 
Housewares Show, Los Angeles. 
New England Hardware Deal- 
ers Assn., Boston. 

Western —Retail Implement & 
Hardware Assn., Kansas City, 
Mo. 

Hardware Assn. of the Caro- 
linas, Charlotte, N. C. 

West Virginia Hardware Assn.., 
Huntington, W. Va. 

Janney Semple Hill & Co. 
Spring & Summer Merchandise 
Show & Dealers Conference, 
Minneapolis, Minn. 

New York State Retail Hard- 
ware Assn., Syracuse, N. Y. 


Assn., Cleve- 


Assn.., 


Hardware 


Hardware 


Central Jersey Wholesalers, 
Inc., Dealer Show, Asbury Park, 
N. J. 

Alabama Retail Hardware 
Assn., Birmingham, Ala. 


For complete details about conventions and shows listed above see the Dec. | 


issue of Hardware Ace. 
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Then, 


t 


an Garden Hose (world’s largest selling’), you won’ 


for Sw 


ave to waste time telling them you don’t sell it. (See 


h 


) 


other side for the positive approach. 





(Tear out along this line) 


... Or, if you want to make more money, 


put in an order now for a selection of Swan Garden Hose 
(world’s finest quality) and post this sign. Then, when all 
the customers come in, they’l] know you’re in the garden 
hose business—but good! Remember, almost everyone is a 
prospect for Swan Hose. They might as well buy at from you. 
Swan Rubber Company, Bucyrus, Ohio. 


You can trust 
the products 
...made by SWAN 
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Business picture still firm at end of summer. 
Sales, income up from 59; home building lags. 


Key indicators of the national 
business picture had mixed aspects 
at the close of summer. In gen- 
eral, most categories showed a rise 
over comparative 1959 figures. 

Combined sales of the _ retail 
trade during September were $274 
million better than during Septem- 
ber, 1959. Nondurable goods sales 
accounted for the increase. Dura- 
ble goods sales were down $128 
million from the year-ago figure. 
A good share of the durables de- 
cline was attributed to the late 
summer lag in factory car sales 
due to changeover to 1961 models. 

Hardware store August sales 
were up $6 million in comparison 
to August, 1959. For the first eight 
months of this year, hardware 
store sales are $20 million better 
than the record year 1956. 

Department stores didn’t fare so 
well at the end of summer. Total 


sales in department stores during 
September were $31 million less 
than a year ago. On the other 
hand, mail order and variety store 
sales showed increases that equalled 
the department store loss. 

A late summer look at the whole- 
sale trade shows an increase of 
about $700 million in sales during 
August, compared to the same 
month of 1959. Hardware whole- 
sale sales in August were $5 mil- 
lion better than last year. 

Consumers had more money to 
spend during the summer months 
than ever before. Personal income 
in September was at an annual rate 
of $24 billion higher than a year 
ago. 

Wages, which accounts for about 
70 percent of the total, were at an 
annual rate of more than $15 bil- 
lion higher than in 1959. 

Farm income also showed an in- 


» Key business indicators at a glance 
These key business indicators give a quick picture of general busi- 
ness trends. This information is the latest available. Reference numbers 


in parenthesis after each item tell which is the “latest month.” For 


example: (1) — September; (2) = August. 


® Retail Trade 


Hardware store sales (2) .......... 
Department store sales (1) ........ 


All retail store sales (1) 
Factory car sales (2) 
Consumer prices, all items (2) 


Wholesale Trade 
Hardware wholesale sales (2) 
All wholesale sales (2) 
Wholesale prices, all items (1) 


Industrial Supplies 
New Order Index (1) 


General Barometers 
Total personal income (1) 
Wages & salaries (1) 

Farm income (1) 


(47-49—100) 


LATEST MONTH 
MONTH AGO 


.($ million) 235 251 
.($ million) 


1,095 
17,844 
324,020 
126.6 


1,094 
18,150 
421,355 
126.6 


($ million) 
(units) 


($ million) 
($ billion) 


. (47-49 = 100) 


(1948—100) 


($ billion) 408.4 408.2 384.3 
($ billion) 274.7 275.1 259.0 
($ billion) 12.2 12.2 10.4 


Industrial production (1)..(FRB index-57—100) 
New construction put in place (1) ...($ million) 


Residential construction (1) 
Consumer credit outstanding (2) 
Electric power output (2) 
Business failures (2) 

Steel ingot output (1) 

Steel prices (1) 


SOURCE OF DATA: U. 


($ million) 
...($ million) 
(million kw.-hr) 


(% of cap’y) 
.. (composite mill base-¢ per lb) 


108 
5,257 
2,020 

53,928 
74,613 
1,315 
53 
6.196 


by American Iron & Steel Institute. Steel prices by The Iron Age. 


107 
5,215 
2,050 

53,653 
70,694 
1,146 
54 
6.196 


105 
5,102 
2,105 

48,841 
69,562 
1,135 
13 
6.196 


S. Dept. of Commerce, except Industrial Supplies and Machinery 
New Order Index by American Supply & Machinery Mfrs. Assn. 
Dun & Bradstreet, Inc. Factory car sales by Automobile Mfrs. Assn. 


Business failures by 


Steel ingot output 


crease, with September’s figure 
bettering the 1959 September total 
by $1.8 billion. 

As the personal income rate in- 
creased, consumers poured more 
money into credit buying. Con- 
sumer credit outstanding during 
September was more than $5 bil- 
lion higher than the year-ago 
figure. 

Government building in Septem- 
ber led the construction industry 
as a whole to a $150 million in- 
crease over last September. Private 
residential construction, however, 
continued to decline, dropping $85 
million in year-to-year September 
comparisons. 

Steel ingot output in September 
was at 53 percent of capacity. This 
is a continuation of a downward 
trend that started at the 96 percent 
of capacity mark early in the year. 
Output in September, 1959, was 
considerably lower than this year 
due to the steel strike. 

Steel prices at the end of sum- 
mer continued to hold firm as they 
had done for more than a year. 


Ward increases size of 
Christmas gift catalog 


Montgomery Ward has stepped 
up its campaign for holiday shop- 
per traffic with a 452-page 1960 
Christmas gift catalog. 

The catalog has 10 percent more 
items than last year. The page 
size has also been increased from 
6% x 9% in. to 8 x 11 in. 

The catalog devotes 122 pages to 
toys and games for children. Tied 
in with this is the introduction of 
a toy dog called little Klinker, the 
pup that woke Santa up. The pro- 
motion of the toy dog is a follow-up 
of Ward’s successful promotion sev- 
eral years ago of another animal 
character called Rudolph the Red 
Nosed Reindeer. 


Industrial supply sales 
down 7.4% in September 


Wholesalers’ sales of industrial 
supplies during September were 
down 7.4 percent compared to Sep- 
tember, 1959, reports the National 
Industrial Distributors’ Assn. 

Sales for the first nine months 
of this year were slightly less than 
during the same period last year. 

Inventories were off 1.6 percent 
as of Sept. 30 against a year ago. 
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Consumer Mailers 


New Wholesalers’ Aids 











for Dealers’ Use 


Oklahoma Hardware Co. 
issues Christmas mailer 


Oklahoma Hardware Co., whole- 
saler in Oklahoma City, Okla., has 
issued a dealer Holiday Sale mailer 
containing 40 gift items and gift 
wrapping needs. 

The gift items included house- 
wares, tools and sporting goods. 

The mailer is a four-page tab- 
loid, printed in the traditional red 
and green holiday colors. 


Lay away is emphasized 
in Bingham Co's mailer 

W. Bingham Co., wholesaler in 
Cleveland, Ohio, has issued its 
Christmas Gift Guide, to be dis- 
tributed through its dealers. 

The tabloid-size rotogravure 
mailer emphasizes the idea of lay- 
away, and also points out that the 





$1495 complete with removable serrated jaws | 








Bo : = eis oe ~ LEA SEES Ss eanecsssiuea an 
SAVE MORE ot GUR STORE HIGH QUALITY ot LOW PRICES 


hardware store is the convenient 
place to do holiday shopping. 

The two-color mailer features 
nearly 100 gift items for the entire 
family. 


Master offers 10% extra 
goods with caster sales 

Master Mfg. Co., Cleveland, Ohio, 
offers an additional 10 percent of 
goods, in furniture glides, with all 
purchases of Master-Made Casters. 

Buyers may choose the glides 
from a 23 item line. This line in- 
cludes rubber-cushion nail, swivel, 
adjustable, machine screw, um- 
brella, socket, and angle iron glides. 
The offer closes Dec. 31. 








Shockproof drill heads 
Millers Falls promotion 

Millers Falls’ Christmas tool pro- 
motion includes 28 separate items 
ranging in price from 95¢ to 
59.95, 

Leading the promotion is the 
No. 1144 shockproof Safe-T-Drill, 
which retails at $24.95. The drill 
has a 2.7 amp rating, and has a 
nylon housing with insulated chuck 
spindle. 

Also in the offer are other power 
drills, saws and sanders. Two kits 
are included, No. 8 tool kit with 
14 basic hand tools retailing at 
$29.95, and No. 10 Deluxe Tool Kit 
with 22 quality hand tools retailing 
at $59.95. 

The promotion will be supported 
with color spreads in national 
magazines. Tie-in co-op ads and 
display material are also offered. 


Domestic water systems 


Factory shipments of domestic 
water systems during August 
slipped 6 percent below the 71,672 
units shipped the previous month, 
reports the Dept. of Commerce. 


ASK YOUR DEALER 
FOR A DEMONSTRATION 


*15°°, Rocky Mt 
States & West 


At your too! suppliers, or write VERSA-VISE, Dept. 553, ORRVILLE, OHIO 
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de FOLEY 
A atata 
FOR SALES 


Baking aids . . . part of the complete line 
of quality made, quality designed, and 
quality packaged kitchen tools and gadgets 


made by Foley. 
(aa wnnn 
* Mouse beaulifal * 


MAGAZINE 
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Minneapolis 18, 
Minnesota, Dept. 102 = 


ss 6s Ee ts Ss 64/4 © @ @ 6 
ee 3 * 


8 Aes Tt AF 


SE DS ke FR ES Tee TE ly, ma 
a * ' 





6 "EL ECS Se . 


oe ee a 
~~ 4 > * 


a ee ee kk ee pe 
a6 @.6 © @© @20 828° 2.2 2 eo 





* 
* 
> 
* 
* 
. 
> 
. 
el 
. 
> 
. 
7 


Want more facts? Circle 153, p. 53 








A NEW FACE FOR OUR 
BRAND NAME 


Rubbermaid 


MEANS Serre # MAOE 


to better identify this line of top quality 
rubber, wire and plastic housewares 


RUBBERMAID INC., WOOSTER, OHIO 
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Aw 


Soluble PLANT Tele). Complete 


FAST SELLING, NATIONALLY ADVERTISED 


Now demanded by millions for houseplants, flowers, vegetables, lawns (uid 

gardens. Produces vigorous, beautiful growth in all plants quickly. Pays HY ‘ 
dealer 33149, profit. Attractively packaged for display. Does not deter- PONex 

iorate, is clean, odorless and SAFE. Dissolves instantly in water for use [~ 

l-oz. makes 6 gallons liquid plant food. 

Retail Price Dealer & Grower Cost 

Y%, oz. pkt. 15¢......48 to case. — wi. 3 $4.80 case 

2 oz. .. .36 to case. — wi. saditalabadis $6.96 case 

. can 24 to case. — wt. .. se» $9.44 case 

12 to case. — wt. .. $8.00 case 

6 to case. — wt. $9.80 case 

. can $4.95 ...... 4tocase.— wt ,. $13.20 case 

Larger Sizes Available. If Jobber Can't Supply, Order Direct. 


~ Write for list of other ONeX home and garden products. 





HYDROPONIC CHEM. CO., Copley 21, Ohio, U.S.A. 
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EVAINSA Liar \ 23-5 


Sizes from 6 ft. to 12 ft. 


NOW EACH IN 


BELT HOLSTER 


“HOLSTER-PAK’’®, the greatest 
advance in the history of steel 
tape merchandising, helps you 
sell more EVANS “White- Tapes,” 
gives your customers most for 
their money. Because all Evans 
pocket tapes (except Thin-Tapes) 
now come packaged in belt hol- 
sters mounted on an individual 
pegboard card at no extra charge! 


a 


The combination of high quality Evans 
Tapes — each with a free Belt Holster — 
must mean more sales and more profit. 


on Stock them in all sizes, Regular and Power. 
CLIPS ON BELT! They sell on sight! 


Ewan RULE CO. 


Factories at; Elizebeth, N. J. & Montreal, Quebec 
Want more facts? Circle 156, p. 53 
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Promotions 


Manufacturers’ New 
Merchandising Plans 











Myers begins 2nd annual 
winter pump promotion 


F. E. Myers & Bro. Co., Ashland, 
Ohio, announces it has begun its 
winter wholesale-retail pump pro- 
motion program. The promotion 
will continue through February. 

The company plans to award 
merchandise to wholesale and re- 
tail salesmen for pump sales. Full 
page advertisements in leading 
farm and consumer magazines will 
back the promotion. Retailers will 
also be given free sales and promo- 
tional aids and assistance in co-op 
advertising. 


Animal Trap publishes 
1960-61 trap seasons 


A new schedule listing the 1960- 
61 open seasons for trapping has 
been published by Animal Trap Co. 


“You'll roll up extra profits when you suggest 
“SCOTCH” BRAND Masking Tape with every paint sale.” 


of America, Lititz, Pa. 

Opening and closing dates for 
trapping muskrat, mink, skunk, 
racoon and fox are given for all 
states except states that have not 
yet announced their seasons. 

Copies of the schedule are avail- 
able to dealers at no charge from 
Animal Trap Co. or from any of its 
wholesalers. 


Pro offers distributors 
a competitive paint line 

Pro Hardware, Inc., Larchmont, 
N. Y., is now offering its whole- 
salers a paint line that enable deal- 
ers to compete with mail order and 
discount houses. 

The line, Pro Paint, consists of 
a basic stock and tinting colors in 
plastic packs. This gives dealers 
the advantage of having to stock 
only a minimum inventory of paint, 
yet it allows them to offer custom- 
ers 808 colors. A colorant machine 
for mixing the paint is also avail- 
able. 

‘“‘We have aimed Pro Paint at the 
mass market,” said Paul L. Cos- 
grave, president of Pro Hardware. 








SCOTCH’ IS A REGISTERED TRADEMARK OF THE 3™ CO. 


Miiwnmesora Afftnine ano (\ffanuracturine company 
... WHERE RESEARCH 1S THE KEY TO TOMORROW 
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Label on Pro line of paint. 


“It is priced to sell, and it needs 
only half the space on dealers’ 
shelves of paint lines that offer no 
more dollar opportunity.” 

Pro Paint is manufactured by 
two franchised factories. It is cur- 
rently being offered to dealers by 
three Pro distributors: Whitlock 
Corp., Yonkers, N. Y.; Charles Il- 
feld Co., Albuquerque, N. M., and 
Strevell-Paterson Hardware Co., 
Salt Lake City, Utah. 





ern 


QUALITY LEVELS } 
A LEVEL 1 

FOR EVERY a i 
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THE BIG NAME 
IN GUN 
CLEANING 


GUN CLEANING ESSENTIALS 
THAT Costes ASK FOR 


Display 
them por 
Fast Sales! 


Wherever guns are used, 
Hoppe’s products are in de- 
mand! Millions of gunners 
and gun fanciers look to 
Hoppe’s for gun protection. 
And consistent national ad- 
vertising keeps Hoppe the 
BIG name in gun cleaning. 
Put Hoppe’s Products on 
your counter and watch 
them sell on sight! 
lm Y ASK 
AX > YOUR 
MS JOBBER 


"e ”FoR HOPPE’S 
FRANK A. HOPPE, INC. 


2314A N. STH STREET + PHILADELPHIA, PA. 
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YOU CAN'T AFFORD TO FORGET! 


the ORIGINAL 


PLASTIC ALUMINUM ...one of 


the fine products in the nation’s 
most complete line of fix-it items. 


And be sure to stock 


Order from your Jobber 


THE WOODHILL CHEMICAL CO. 


“The mother-in-law approved line” 
1390 East 34th Street Cleveland 14, Ohio 
Want more facts? Circle 159, Pp. 53 








) 49% PROFIT with | 


MOUSE SEED’ 


14 package display carton 
costs $2.50, sells out for 
$4.90... nearly double your 
money! Fast and clean, no 
bait or traps, Mouse Seed 
has been the choice of 
home owners for over 60 
years. Order today! 











W. G. REARDON LABORATORIES, INC., Port Chester, New York 


ie 
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Contommaents 


like Glop and Gunk 


make every homeowner ©) 
a good prospect for 


AQUA Pu RE 


WATER 4 
FILTERS! 


Replacement cartridges assure 
profitable repeat business! 





Impurity of drinking water has been the sub- 
ject of enlightening, featured articles in several 
national magazines and newspapers. Home- 
owners are ready and anxious to safeguard their 
water supply. Aqua-Pure Water Filter removes 
all particles of iron, rust, dirt, sand, silt and 
algae. The unit is easily installed on new or 
existing cold water lines supplied by well or 
municipal system. The easy-to-change, throw- 
away filter cartridge is replaced about every 
eight weeks. Aqua-Pure makes washes whiter 

. extends life of pipes, appliances, other 
water treating devices... 


NOTHING POLISHES WATER LIKE AQUA-PURE 


SELF-SELLING, SELF-SHIPPING 
DISPLAY PACKAGE 

is ready to use for a 

window or counter display. 
Complete with instructions 

and typical installation shown. 


$29.95 complete with extra 
RETAIL filter cartridge. 


THE CUNO ENGINEERING CORPORATION 
Dept. HA7, Meriden, Connecticut 


Please rush me complete details, price lists and 
literature on AQUA-PURE. 


Name 





Company 





St. & No 





City Zone State 
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Are you getting your share 
of the ballcock business? 






































You’re not unless you are continually promoting 
better toilet performance. 


The old adage—Out of sight, out of mind—per- 
fectly describes your customers’ attitude about 
ballcocks and other tank trim. To combat this, 
explain the many practical advantages of re- 
placement such as water savings and quieter, 
trouble-free operation. In most cases, you can 
show how a new Mansfield ballcock can actually 
save more than it costs. 


a 
09 BALLCOCK... Nedthael bog 


premium performance 
at economy price 


Low in cost, the 09 is your 
best buy in a ballcock. Out- 
standing features include life- 
time nylon valve seat, neoprene 
plunger seat, compound lever 
action and positive closure at 
all pressures. Durable red brass 
and copper construction. 

















Manoel 
' 422 SHANK EXTENDER 


eliminates need for 
repair shank hallcocks 


Extends 1%’ shank of a standard ballcock an 
extra 1”’ or the equivalent of a 2%4”’ repair shank. 
Small enough to permit carrying several in every 
tool box. Permits immediate repairs on jobs that 
formerly required a second trip for materials. 


For full facts about Mansfield’s complete brass 
line, write for bulletin LL-9479. 


A-1397A 


%, 
<> MANSFIELD Sanitary, inc. 


Perrysville, Ohio 


e6e@eeeeeeeoeoeaeeo eee eeeaeeeeede @ 
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“Al 
GRAPHI 


205 Graphite has never been 

improved on for forming a protective, 
lubricating, low friction film impervious 
to heat, cold and moisture. Penetrates 
smallest cracks ... wears in... not out! 


“ase lots of 1 and 5 pound packages; 
25 pound drums. Prices and 
information on request. Ask your 
wholesaler or write us today. 


Wholesalers’ inquiries invited. 


THE UNITED STATES GRAPHITE COMPANY 


DIVISION OF THE WICKES CORPORATION, SAGINAW 93, MICHIGAN 
Want more facts? Circle 163, p. 53 








Meets Federal Specifications 


quo. 


_inPnoven _ 
= “DOOR CLOSERS 


hae with 5. Year Guarantee 


NO FUSS NO BOTHER 


“*. Ready for either right or left 
|| hand doors...Without Any 
Adjustments Whatsoever / 


‘SPARTAN’. READY TO INSTALL INSTANTLY! 


Rugged construction, precision machined Swedish 
Steel. Unconditionally guaranteed for 5 years by 
us. Fast delivery from complete warehouse stock. 
Spare parts immediately available. Meets every 
heavy duty demand, yet COMPETITIVELY PRICED. 


NE 


PWitisstisltiss Ml ae lech ial 
Finishes. 


Sizes 2,3, 4 and 5 
Wide range of closing 
speeds. 


* The Public Service Testing Laboratories Inc., reported 
“The Spartan proves to be superior in quality and design.’ 
(copy of report available on request). 


S. PARKER HARDWARE MFG. CORP. 


© Quelity Hardware Since 1900 @ 
27 LUDLOW STREET - Phone WAlker 5-6300 - NEW YORK 2, WN. Y. 
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Mower safety standards 
have been published 


The American Standards Assn. 
has published safety standards for 
power mowers. 

These standards are the result of 
five years of study by the Lawn 
Mower Institute (HA, June 30, 
1960, pp. 107, 112), working in 
cooperation with the National Safe- 
ty Council, the ASA, and other 
groups interested in safety. 

This drive for power mower safe- 
ty is concentrated on educating the 
mower operator—chief cause of 
about 90 percent of mower acci- 
dents. Indications of the drive’s 
success thus far are reflected in a 
declining trend in mower accidents 
noted last spring and summer by 
the Institute. 

The Institute’s program of edu- 
cating the mower operator is three 
phase: development of more dra- 


matic and emphatic instruction 


manuals; encouraging dealers to 
stress safe operation to purchasers, 
and distribution of more than 2 
million copies of its free booklet, 


“Safety Guides for Safe Lawn 
Mowing.” 

Harold K. Howe, executive-sec- 
retary for the Institute, said indus- 
try will continue its efforts to re- 
duce mowing accidents. Mr. Howe 
pointed out that the number of 
mower accidents has been exagger- 
ated in people’s minds. The acci- 
dent rate is about 0.4 percent for 
the 20 million mowers in use. 

The standards are published as 
Specification B71.1-1960 by the 
American Standards Assn., 10 E. 
42nd St., New York 16, N. Y. 
Copies can be obtained for $1 each. 


Bissell, Inc. drops all 
sales to catalog houses 


Bissell, Inc., has announced that 
it has discontinued all sales to cata- 
lute houses. The policy includes 
Bissell’s entire line of home clean- 
ing products, said Walter C. Rein, 
general sales manager. 

“The decision to stop selling to 
catalog houses is part of our over- 
all marketing policy, which has 
been and is to back up its retail 
dealers at the local level. Discon- 


tinuance of sales to catalog houses 
is part of this policy,” Mr. Rein 
said. 

“Formerly, catalog houses per- 
formed a function of serving re- 
tailers. However, in the past few 
years they have actually become 
retailers themselves, selling direct- 
ly to the consumer,” he added. 


Manufacturers name new 
distributors for lines 

Porter Cable Machine Co., Syra- 
cuse, N. Y.—Gill Distributing Co., 
Charlotte, N. C. 

Standard Screw Co., Hartford 
Machine Screw Co. Div., Hartford, 
Conn.—J. M. Warren & Co., Troy, 
N. Y. 


Business failures down 

Commercial and industrial fail- 
ures dropped sharply from 326 for 
the week ended Oct. 13, to 270 for 
the week ended Oct. 20, reports 
Dun & Bradstreet. Although fail- 
ures were at the lowest level in 12 
weeks, the total remained above the 
250 occurring in the corresponding 
week of last year. 








for a sales in 


Investigate Garden Pride and Dixie for °61! 


Here the GARDEN PRIDE 27” 
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Self-Propelled Mower . . 


ie 


“Ballt to sell for 


$19.95 itr 


—® RECOIL STARTER 


BRIGGS OR CLINTON 3 HP ENGINE 
14 GA. STEEL BASE 


OILITE BEARING WHEELS, REAR 8" FRT. 7" 
MULCHER 


—_———® 22" AIR LIFT BLADE 
4 CUTTING HEIGHTS, 1 TO 3 INCHES 





-- 


SOUTHLAND MOWER CO., SELMA, ALA. 


There’s a model to meet every competitive price! Genti : Please send me complete material including price list on DIXIE and 


CLP TUS COUPON 


GARDEN F PRIDE Mowers. 


Want more facts? Circle 165, p. 53 


HARDWARE AGE, November 17, 1960 © 95 





Read it in HARDWARE 


NEWS OF 


HARDWARE AGE FOR 


KKKKKKK 








News About Dealers: 50-Year-Old Business 
Opens New Store; Ohio Store Changes Hands 





Huntington, W. Va.—C. M. 
LOVE & Co., 50-year-old hard- 
ware firm, formerly at 1040 
3rd Ave., recently held a 
grand opening at its new 
store at 1002 3rd Ave. This 
is the third location for the 
store in the same one-block 
area. According to Daniel 
V. Love, president, the store 
was founded in 1910 as Love, 
Brinker & Co. 


Ironton, Ohio — Dr. John 
Sherman of Martin, Ky., has 
purchased an _ interest in 
East END HARDWARE & 
PAINT Co., formerly known 
as East End Hardware. Dr. 
Sherman purchased his in- 
terest from Probate Judge 
Louis Sheridan and _ his 
brother, William Sheridan. A 
third brother, Eugene Sheri- 

(Continued on page 100) 





GLENN CATHEY 


Equipment Div. Men 
Named by Wholesaler 


Following announcement 
of its new power equipment 
division (See HA, Nov. 3, 
pgs. 208, 217) Am erican 
Hardware & Equipment Co., 
Charlotte, N. C. wholesaler, 
has announced the appoint- 
ment of four men to posts 
in the division. 


HARRY L. CATHEY 


W. E. Creed, formerly a 
purchasing agent, has been 
named to head the division. 
I. M. Bussells, formerly a 
Lawn Boy representative, is 
in charge of sales. Glenn 
Cathey and Harry L. Cathey, 
formerly owners of Cathey’s 
Small Engine Service, are 
in charge of service and 
maintenance. 
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FREDERICK L. MORROW 


North & Judd Elects 
John Morris President 


North & Judd Mfg. Co., 
New Britain, Conn., has 
elected John A. Morris presi- 
dent. He succeeds Frederick 
L. Morrow, who has been 
elected chairman of the 
board. 

Mr. Morris, formerly ex- 
ecutive vice-president, joined 
the company as a sales 
trainee in 1945. In 1956 he 
was elected a vice-president 
and in 1957 he became gen- 
eral manager of the division. 
He became a director of the 
company and executive vice- 
president in 1958. 

Mr. Morrow has been with 
the company for 32 years. 
He has been president for 
the past 15 years. 

Other officers elected are 
Thomas C. DeLoach, vice- 
president; Herman N. 
Frank, vice-president; Ver- 
non H. Brierly, vice-presi- 
dent of merchandising; Ivan 
L. Smith, vice-president and 
general manager of the Wil- 
cox-Crittenden Div. 


New Officers Elected 
By Ladder Institute 


Officers for the coming 
year were elected at the Oc- 
tober meeting of the Ameri- 
can Ladder Institute at 
Grove Park Inn, Chicago. 

The new Officers are: pres- 
ident, Louis C. Larson, Lar- 
son Ladder Co., Santa Clara, 
Calif.; vice-president, How- 


JOHN A. MORRIS 





ard B. Rich, Howard B. Rich, 
Inc., Carrollton, Ky.; trea- 
surer, Wallace Nesbit, Co- 
lumbia Ladder Co., Portland, 
Ore,; secretary, J. Carlisle 
Garman, Goshen Churn & 
Ladder Co., Goshen, Ind.; 
trustee, J. J. Baird, Chesebro- 
Whitman Mfg. Corp., New- 
ark Valley, N. Y. 


Fredericks Resigns 
From Rubbermaid Post 


E. J. Fredericks, vice- 
president of housewares sales 
and marketing, has resigned 
from Rubbermaid, Inc., 
Wooster, Ohio. He has not 
announced his future plans. 

According to Donald E. 
Noble, president and gen- 
eral manager, the Rubber- 
maid housewares sales pro- 
gram will be the continuing 
responsibility of Robert W. 
Marchand, director of house- 
wares sales. 

Mr. Fredericks joined Rub- 
bermaid in 1956. In 1958 he 
became director of market- 
ing and was elected a vice- 
president in 1959. 


Garrity Makes Lighters 


Paul G. Garrity, recently 
resigned vice-president of 
marketing for Landers, 
Frary & Clark, New Britain, 
Conn., will head the newly 
formed Bentley Lighter 
Corp., New York, which 
makes butane cigarette light- 
ers. 
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Kenneth Hoffman Joins 
Coast-to-Coast Stores 


Kenneth D. Hoffman, for- 
merly of Hibbard, Spencer, 
Bartlett & Co., Evanston, IIL, 
wholesaler, has been appoint- 
ed plumbing and heating mer- 
chandiser for Coast-to-Coast 
Stores Central Organization, 
Minneapolis. 

Mr. Hoffman had _. been 
with Hibbard, Spencer, Bart- 
lett & Co. for 12 years where 
he was buyer of plumbing, 
heating and heavy hardware. 


KENNETH D. HOFFMAN 


Rhoades, Barrett Head 
New Steinman Branch 


Robert Rhoades has been 
named to supervise opera- 
tions at the new Shamokin, 
Pa., branch warehouse and 
regional sales office just 


Steinman Hard- 
ware Co., Lancaster, Pa., 
wholesaler. William C. Bar- 
rett is in charge of sales at 
the new branch. Announce- 
ment was made by J. Robert 
Moore, president of Stein- 
man. 

Both men were associated 
with W. C. Hack & Son 
hardware store, Shamokin, 
until joining Steinman. The 
W. C. Hack business, estab- 
lished in 1912, has been liq- 
uidated. Mr. Rhoades had 
been with Hack for 30 years. 

The branch warehouse, at 
401 N. Franklin St., will be 
fully stocked with paint, 
roofing materials and parti- 
ally stocked with basic items 
for immediate pickup by 
customers. Four salesmen 
will call on dealers from 
here. Also, there will be 
TWX service between Sham- 
okin and Lancaster for fast 
service. 


opened by 


James Wilce Promoted 
By Libbey Glass Div. 


Libbey Glass Div., Owens- 
Illinois, Toledo, Ohio, has 
promoted James M. Wilce to 
manager of household glass- 
ware sales. 

Mr. Wilce, who has re- 
sponsibilities for all sales of 
Libbey glassware for home 
use, was manager of pre- 
mium and supermarket sales. 





Townley Hardware Begins Keeping Inventory, 
Handling Orders With Mechanized Methods 


The final drive in putting 
sales records through office 
machinery has been started 
by Townley Metal & Hard- 
ware Co., Kansas City whole- 
saler. 

The purposes: to get orders 
into the warehouse faster, to 
provide more sales and in- 
ventory information for man- 
agement and buyers. 


The feeding of buying and 
inventory information into 
Ramac started some time 
ago. 

Orders from the first group 
of salesmen to go through 
punch card handling started 
early this month. Orders 
from other salesmen will be 
converted to the punch card 
method as quickly as pos- 
sible. 


Frankfurth to Sponsor Model Stores in 
Shopping Centers; Dealer May Buy Later 


The first of a limited num- 
ber of retail hardware stores 
will be opened next year by 
Frankfurth Hardware Co., 
Milwaukee wholesaler. 

The first store has been 
contracted for. It will open 
in late spring or early sum- 
mer in a small shopping cen- 
ter near Grafton, Wis., ac- 
cording to Wm. Frankfurth, 
president of the company. 

These stores will serve as 
model units for study of mod- 
ern hardware store problems, 
Mr. Frankfurth stresses. 

“The stores will later be 
sold, under a franchise agree- 
ment, to independent dealers 
who have the capital and 
ability to operate them. 

“As we learn about deal- 
ers’ problems in general, we 
will pass this information 
along to all of our dealers,” 
Mr. Frankfurth says. 

“Shopping centers are be- 
ing developed at a rapid rate 
in large and small communi- 
ties in Wisconsin, and are be- 
coming an important factor 
in the distribution of all 
types of consumer merchan- 
dise. 

“We expect to acquire 
knowledge that will be help- 
ful to all of our dealers, re- 
gardless of where their stores 
are located. We will also es- 
tablish a pattern that will be 





Burgess Battery Co. 
Names Sales Managers 


Burgess Battery Co., Div. 
of Servel, Inc., Freeport, II1., 
has apoointed William W. 
Riddell and Ralph G. Wright 
sales managers. 

Mr. Riddell, who has been 
with the firm since 1949, will 
be responsible for adminis- 
trative and marketing 
phases of the sales program. 

Mr. Wright, who has been 
with Burgess since 1953, will 
be field sales manager. 


helpful to dealers interested 
in opening stores in centers,” 
Mr. Frankfurth says. 

This model store program 
is described by Mr. Frank- 
furth as another phase in the 
effort to help the dealer make 
more money. It supplements 
an existing program of con- 
sumer circulars, and catalog 
and pricing services. 

The model store program 
will evaluate comparative 
differences in rentals, long- 
term leases, new - fixture 
costs, and various operating 
expenses in shopping centers 
vs. other locations for the 
benefit of Frankfurth deal- 
ers. 


Worthington Appoints 
Two to Sales Staff 


Geo. Worthington Co., 
Cleveland wholesaler, has ap- 
pointed two men to its sales 
staff. They are Lawrence 
Timony and Thomas Rea. 

Mr. Timony will cover the 
Anderson, Ind., territory suc- 
ceeding Martin Smith, who 
has resigned because of ill 
health. 

Mr. Rea will cover the 
Cambridge, Ohio, territory 
which was covered for 20 
years by Dewey Hunt, who 
died suddenly Sept. 9. 

Mr. Rea is the former 
owner of Orme Hardware, 
Cambridge, Ohio. He is a 
past president of the Ohio 
Retail Hardware Assn. 


Grant Pulley Promotes 


Grant Pulley & Hardware 
Corp., West Nyack, N. Y., 
has promoted Philip Rosen- 
berg to customer service 
manager of the builders’ 
hardware division. Mr. Ros- 
enberg has been in the cus- 
tomer service department for 
four years. 
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the only place 
they won't stick 
IS on 

your shelves 


Elmer’s full line turns over fast—and presto! Profits go up. No 
wonder—with all the ads in top consumer magazines backing 
these great glues. Stock all of them. See your supplier or write 
The Borden Co., 350 Madison Avenue, New York 17. 
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News of the Trade 


news in brief of 


MANUFACTURERS AGENTS 


@ Mike Paulsen Sales Co., 
Minneapolis, Minn. — Mike 
Paulsen, formerly divisional 
merchandise manager for 
Coast-To-Coast Stores Cen- 
tral Organization, Minneap- 
olis, has formed this agency. 
The firm will cover the mid- 
western states. Mr. Paulsen, 
who has been in the hard- 
ware business for 26 years, 
will have a three-man staff 
including himself. The new 
company will handle hard- 
ware, wheel goods, toys, out- 
door living equipment, can- 
vas products, and will put 
special emphasis on such lines as sporting and athletic 
goods, canvas products and fishing tackle. 


MIKE PAULSEN 


@ Mfrs. Agents Paint Supplies Assn., Chicago—Agents 
operating in the 12 midwestern states are now eligible for 
membership in this group which had been restricted to 
agents in Chicago. Activities include regular meetings in 
Chicago, five bulletins annually, assistance in getting new 
lines and so on. Information available from MAPS, Box 
950, Evanston, III. 


@ Union Steel Chest Corp., LeRoy, N. Y.—Virginia, North 
Carolina, South Carolina, Georgia and Florida to Jack C. 
Lyle & Associates, Atlanta, for tool chests, file cabinets and 
other steel items. The same southeastern area goes to R. 
M. Noyes Co., Anderson, S. C., for Union fishing tackle 
boxes. 


@ Steinmetz & Kelly, Inc., Chicago—Joseph Simmons a 
representative for this firm has won top prize in a 60-day 
promotion sponsored by E. R. Wagner Mfg. Co., Mil- 
waukee. The prize was a $150 cashmere sports coat. Mr. 
Simmons also won 10 sport shirts as part of the promotion. 


@ Velie Sales Co., Minneapolis, Minn.—The 1959-60 annual 
Village Blacksmith Div. “Smithy Award” was presented 
to Vincent S. Velie at the National Hardware Show for 
his company’s outstanding sales performance for Village 
Blacksmith Div., General Metals Corp. 


@ E. I. DuPont Co., Wilmington, Del.—Southern California 
and Arizona to Randall Sales Co., Whittier, Calif.; Northern 
California and Nevada to Moore Sales Co., Menlo Park, 
Calif. Both firms will handle DuPont garden chemicals. 


@ Arvin Industries, Inc., Columbus, Ind.—North Dakota, 
South Dakota, Minnesota, northern and western Wisconsin 
to Kenneth E. Luger Co., Minneapolis. 


@ Panzer Products, Inc., Div. of Virginia Metalcrafters, 
Waynesboro, Va.—Texas, Oklahoma, Louisiana and Arkan- 
sas to Estes Co., Dallas. 


@ Iver Johnson’s Arms & Cycle Works, Inc., Fitchburg, 
Mass.—Far western states and Alaska to H. L. Bowlds & 
Son, Los Angeles and Alfred Q. Smith of Seattle. 


@ Atkins Saw Div., Borg-Warner Corp., Indianapolis, Ind. 
—Five western states from Wyoming to the Mexican border 
to Kenneth J. Dahm Co., Inc., Denver, Colo. 


@ Leeds Chemical Products, Inc., Chicago—Western Kansas 
to Pioneer Sales Co. of Wichita, Kans. 








PANZERS YOUR ANSWER 


PRODUCT SUPERIORITY with customer-engineered fea- 
tures such as more hard working weight, automatic no-clutch 
drive, independent rear wheel brakes, and many other:. 
PRE-SOLD CUSTOMERS with a national publicity campaign 
that has produced stories in 28 major publications in the past 2 
months with many more to follow. 

EFFECTIVE SALES AIDS in a complete promotional package 
that is second to none. Plus 50-50 advertising allowances! 
EXCLUSIVE FRANCHISE TERRITORIES with enthusiastic Panzer 
backing for its dealers in every respect! And if you order 
early, Panzer pays the freight! 

Let us give you the complete story of why Panzer is your best 
answer for more Lawn and Garden Tractor profit. Write... 


PANZER PRODUCTS, inc. . . . Waynesboro, Virginia 
Want more facts? Circle 167, p. 53 





KRYLON 


SPRAY PAINT 


Advertised in Life, Saturday Evening Post, Good 
Housekeeping, Better Homes & Gardens, American 
Home, McCall’s, Ladies’ Home Journal, Popular 
Mechanics, and Sunset Magazine. ° 


The Brand with Demand! 


KRYLON, INC. NORRISTOWN, PA. 
Want more facts? Circle 168, p. 53 


mi Quality for over 


Ofirels sen wa 


MECHANICS 
TOOL CHEST 


A 24x 10!//.x 13. inch overall 

fabricated waterproof stee! 

body. Two fully extendable slid- 

ing drawers and a 21x 1l0xé 

inch lift out tray, with addi- 

tional space for larger tools 

underneath. There are two new 

spill-proof side bolts and a 

center hasp to provide for a 

lock. Hardware is bright zinc 

oe, ann", a baked nie 

enamel finish is applied over a 

chemically treated rust and cor- SIMONSEN INDUSTRIES, INC. 

rosion proof base. 1414 S. MICHIGAN AVENUE 
CHICAGO 5. ILLINOIS 
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to appeal 


Priced 
to sell 





Model C24CH 


Cater to the “cook-out craze” with the Barbecue 
Braziers that catch the eye . . . capture the sale. 
Attractive Coppertone finish on wide range of 
models from 14” to 24” bowl diameters. All have 
crank-adjustable grills. Some have smoker ovens. 


Full Margins! 
Competitively Priced! 


Model ° 
C24AHS | 


Merchandise samples available to jobbers, 
wholesalers, and distributors on request. 
Write 


ATLAS TOOL & MANUFACTURING CO. 


Founded in 1926 
5147 Natural Bridge St, Louis 15, Mo. 


Manufacturers of a complete line of Barbecue Braziers, Power 
Mowers, Tillers, Edger/Trimmer, and Portable and Window Fans. 
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American Tack Names 
Promotion Manager 


Jerome Hornig has _ been 
appointed sales promotion 
manager of American Tack 
Co., Ine. and its affiliate 
Snell-Jones Tacks, Inc., New 
York. 

Mr. Hornig is the former 
product sales manager for 
Ronson Corp. He is a mem- 
ber of the marketing faculty 
of City College of New York. 


News About Dealers: 





(Continued from page 96) 
dan, has retained his interest 
and is manager of the store. 
The building has been reno- 
vated and an addition is 
planned for the 65-year-old 
business, which was founded 
by L. L. Sheridan. 


New Orleans, La. — HoME 
SUPPLY CENTER held a grand 
opening of its new store Nov. 
4 which continued through 
Nov. 13. Door prizes for the 
big event were unusual. 
Radio glasses, sun glasses 
with a three-transistor radio 
built in, were given to six 
winners. A focal point in the 
6000 sq ft modern store is 
Handyman Headquarters, 
where a man can find every- 
thing for repairing, remodel- 
ing or building at home or 
in the yard. Home Supply 
Center, Div. of Simon Streif- 
fer Co., has two managers 
who are responsible for the 
several departments. They 
are: David ‘Laux, Jr. and 
Peter Miller. 


Atwater, Calif. — Do-it- 
yourselfer’s will find just 
about all of their needs at 
TAYLOR PAINT & HARDWARE 
SUPPLY at Elm and Shaffer 
Roads. O'wner, Harrison Tay- 
lor has just opened his new 
store. Mr. Taylor has served 
an extensive apprenticeship 
at the retail level in several 
types of stores in Atwater. 


Charlotte, N. C. — Almost 
exactly one year ago PoTTs 
HARDWARE store burned to 
the ground. Now, Potts 
Hardware is a thriving 70 x 
50 ft modern brick store in 
the fast developing York 
Road shopping center. 
Owner, O. M. Potts is just 
plain glad to get back into 
business. 


Champaign, Jll.—Construc- 
tion is under way on the new 
BLACK HARDWARE store at 
Green and Randolph Sts. The 
present Black & Co. store is 


located at 45 Main St. 
Black’s new store will be a 
supermarket style operation 
covering 100 x 117 ft of floor 
space. A feature of the new 
store will be an entranceway 
so customers can enter di- 
rectly from their cars. 


Louann, Ark. Arnold 
Perdue has purchased PER- 
DUE HARDWARE & FURNITURE 
from L. D. Perdue. Arnold 
Perdue, a resident of Smack- 
over, Ark., will continue op- 
erating the store under its 
original name. L. D. Perdue 
is retiring from _ business 
after 38 years in various 
fields of retailing. He was 
mayor of Louann in the 
1920’s. He continues in his 
position as postmaster which 
he has held since 1933. 


Sioux City, Towa — Byron 
and Sam Blackstone have 
opened BLACKSTONE HARD- 
WARE & Toys in Sunset Plaza 
Shopping Center. This is 
their fourth location and it is 
four times larger than any 
previous store. Blackstone’s 
has two separate buildings at 
Sunset Plaza. One is for 
hardware and housewares 
and a smaller unit is for toys 
and hobbies. 


Bellefonte, Pa.—Bob Mur- 
ray and Mac McCrossin, co- 
owners, recently held a grand 
opening for BELLEFONTE 
HARDWARE, their first ven- 
ture as dealers. Both men 
have had experience in the 
hardware and building sup- 
ply field. To go into business, 
they bought out an old line 
store in town, stripped it of 
stock and fixtures and started 
from scratch to build a mod- 
ern store. 


Mexico, N. Y.— Mattison 
Hollister has retired from ac- 
tive service with Mac Harp- 
WARE STORE. He was given a 
farewell dinner recently by 
his friends and fellow work- 
ers. 


Tiffin, Ohio—Three Ohio 
business men have formed a 
corporation known as _ the 
TIFFIN HARDWARE Co. Har- 
old Twining, owner of 
WHITEHOUSE HARDWARE in 
Whitehouse, Ohio, Harold 
Fox and Merlin Brown, the 
corporation members, have 
set this ‘month as grand 
opening time. Mr. Twining 
is liquidating his Whitehouse 
store. 
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OBITUARIES 


Oscar B. Bergstrom 


Oscar B. Bergstrom, 74, 
retired owner of a hardware 
store known as Bergstrom 
Hardware Co., Rockford, 
Ill., died at his Rockford 
home after a long illness. 
Mr. Bergstrom closed his 
store 16 years ago and re- 
tired from business. 


Harry M. Shewmaker 


Harry M. Shewmaker, re- 
tired stockroom employe of 
Belknap Hardware & Mfg. 
Co., Louisville wholesaler, 
died Oct. 25. 


H. Carl Buchan, Jr. 


H. Carl Buchan, Jr., 44, 
president of Lowe’s Hard- 
ware Inc., North Wilkes- 
boro, N. C., died of a heart 
attack Oct. 22, at his farm 
near Sparta, N. C. 


Hubert A. Grunder 


Hubert A. Grunder, 58, 
salesman for Meisel Hard- 
ware & Supply Co., Bay 
City, Mich. wholesaler, died 
Oct. 18 of a heart attack at 


Mr. Grun- 
with Meisel 


Mercy Hospital. 
der had been 
for 35 years. 


Edward R. Kendel 


Edward R. Kendel, 47, 
manager of the agricultural 
department of F. S. Inger- 
soll, Inc., Rocky River, Ohio, 
hardware dealer, died of a 
heart attack Oct. 22 in Lake- 
wood, Ohio. 


Lawrence T. Gartner 


Lawrence T. Gartner, 52, 
president of Minnesota 
Paints, Ine., Minneapolis, 
died recently after a pro- 
longed illness. 


Nelson B. Sherrill 


Nelson B. Sherrill, general 
sales manager of Stanley 
Building Specialties Div., 
Stanley Works, North Miami, 
Fla., died Oct. 11. 


Benjamin Waldman 

Benjamin Waldman, 73, 
retired hardware dealer, 
died Oct. 16 at his home in 
Chicago. 





brief reports of 


MANUFACTURERS SALESMEN 


@ Black & Decker Mfg. Co., Towson, Md.—Charles B. 
Platt from representative to Cleveland district manager 
replacing Walter H. Bramman, who has resigned. Charles 
L. Costa, a 20-year B. & D. veteran, has been named field 
manager for the Product Service Div. Three branch man- 
agers have also been named. They are: James C. Vassell, 


Lincolnwood (Chicago), 


Ill.; 


David S. Stevens, Seattle; 


S. Michael Raymond, Des Moines. 


@ Hamilton Beach Div., Scovill Mfg. Co.; Racine, Wis.— 
William A. Howe from Florida district manager to central 
regional manager; Raymond C. Rasmussen, formerly with 
Toastmaster Div., McGraw Edison Co., replaces Mr. Howe 
as Florida district manager; J. Norman Brown has retired 
as Southeastern district manager after 28 years. 


@ Devcon Corp., Danvers, Mass.—Lloyd C. Graham, for- 
merly West Coast sales manager for SK/Lectrolite Co., to 


regional sales 


manager for eleven western 


states. He 


replaces Richard L. Rouviere, who was named regional 


sales manager for the East. 


@ Black & Decker Mfg. Co., Towson, Md.—Harold L. 
Roller, former Seattle district manager for hardware prod- 
ucts, to district manager of the newly combined San Fran- 
cisco-Seattle district for hardware. 


@ National Screw & Mfg. Co., Cleveland, Ohio—A new 
sales office has been opened in St. Louis with district rep- 
resentative Fred M. Peake in charge. The office will handle 





-News of the Trade—— 


sales for Hodell Chain and Chester Hoist divisions in addi- 
tion to National’s line. Mr. Peake has handled the national 
line since 1954. 


@ Osrow Products Co., Inc., Glen Cove, N. Y.—Charles 
Blowers, veteran hardware and housewares man, to Ohio 
and Kentucky. 


@ Campbell Chain Co., York, Pa.—Robert W. Eastman, 
Jr., formerly with Tennessee Armature & Electric Co., 
Knoxville, to North Carolina, South Carolina and eastern 
Tennessee. 


@ Stanley Judd Div., Stanley Works, Wallingford, Conn.— 
H. Haines Stockton, formerly with Beacon Mfg. Co., to 
metropolitan New York. 


@ DAP, Inc., Dayton, Ohio—John J. Howard from sales 
manager for the Duratite line to West Coast district sales 
manager out of Richmond, Calif. He replaces H. W. Somer- 
shoe who was appointed assistant sales manager. 


@ Washburn Co., Worcester, Mass.—Jack L. Neill will re- 
place his father, Harry G. Neill, as St. Louis representative. 
Harry Neill will retire at the end of this year after 31 years 
with Washburn. 


@ Proctor-Silex Corp., Philadelphia—John H. Lentz from 
Philadelphia district manager to southeastern regional 
manager covering Georgia, North and South Carolina, 
Florida, Louisiana, southern Alabama, southern Mississippi 
and eastern Tennessee. 


@ Stanley Hardware Div., Stanley Works, New Britain, 
Conn.—Harrison C. Bristoll, Jr. from hardware marketing 
to eastern Pennsylvania. He succeeds Ernest A. Olson 
who has been transferred to New Britain headquarters. 


@ Stanley Hardware Div., Stanley Works, New Britain, 
Conn.—Arthur V. Gaviola from the sales department to 
metropolitan New York and Westchester. He succeeds Ken- 
neth B. Guy who has retired after 30 years with Stanley. 


@ General Electric Co., Bridgeport, Conn.—John J. Fla- 
herty to New York city for clocks; Roger E. Pelto will 
cover the Minneapolis area for clocks. 


@ Daisy-Heddon Sales Co., Rogers, Ark.—Lanbert West 
from sales and dealer missionary work to district manager 
of the Michigan territory which includes Toledo, Ohio. 


@ Paine Co., Addison, [1l—Charles F. Fleming, formerly 
with Powers & Powell, Ohio manufacturers representatives, 
to cover northern Ohio and western New York state. 


@ Union Fork & Hoe Co., Columbus, Ohio—William Volk, 
formerly with LePage’s Div., Papercraft, Corp., to the east- 
ern sales area. He will headquarter at Madison, N. J. 


@ Skil Corp., Chicago—Raymond W. Pope, a nine-year vet- 
eran in product service management, appointed service op- 
erations manager with headquarters in Chicago. 


@ Rubberset Co., Newark, N. J.—John R. Oelke, formerly 
associated with Carnation Co., to the Oklahoma territory. 





Attendance Record 
Set at Hardware Show 


almost 1000 registrations 
higher than last year’s rec- 
ord figure. 

The 1961 National Hard- 
ware Show will be held in 
Chicago’s Exposition Center. 
Information and fioor plans 
can be obtained by writing 


Once again, attendance at 
the National Hardware 
Show set a record high. This 
year registrations totalled 
46,272, the highest in the 


wee 


Blumberg Co. 


Worry 


Holds Third Dealer Show 


Dealers and manufacturers got together at the third annual Fall 
Show and Open House held by Wm. L. Blumberg Co., Inc., Brooklyn, 
N. Y. wholesaler. Shown in one of the 32 booths are: left to right, 
Sam Marden, Marden Hardware Co.; William B. Braun, vice-presi- 
dent of Blumberg; Jack Marden, Marden Hardware Co.; and Ron 


show’s 15-year history, ac- 
cording to Frank M. Yeager, 
managing director. This was 


National Hardware Show, 
331 Madison Ave., New York 
iy Fa he 


Cussmano, California Spray Chemical Corp. Show specials and prize 
drawings were high points of the show. 





William Hall Retires: 
At Kyanize Since 1919 


William H. Hall has 
tired after 41 years 
Kyanize Paints, Inc., 
ett, Mass. 

Mr. Hall, who joined the 
firm in 1919, has been in 
charge of sales in the Con- 
necticut territory for many 
years. 


re- 
with 
Ever- 


Awards to Wholesalers 


Ten wholesale hardware 
buyers were recently awarded 
inscribed plaques for their 
outstanding performance in 
the merchandising field. The 
awards were made by the 
Gates Rubber Co., Denver, 
Colo. 

The company’s marketing 
executives evaluated each 
wholesaler for his control of 
such important merchandis- 
ing factors as_ inventory, 
turnover and cost of invest- 
ment. 

The wholesale buyers who 
received this year’s award 
were: 

Mr. A. H. Gerberding, 
Hardware Wholesalers, Inc., 
Fort Wayne, Ind.; Mr. Hal 
Johnson, Arizona Hardware 
Co., Phoenix, Ariz.; Mr. H. J. 
Burns, Huey & Philp Co., 
Dallas, Texas; Mr. A. J. 
Moltz, Heitman, Bering- 
Cortes Co., Houston, Texas; 
Mr. A. J. Winbun, Belknap 
Hardware & Mfg. Co., Inc., 
Louisville, Ky.; Mr. W. Work- 
man, Hardware Distributors, 
Muskegon, Mich.; Mr. B. 
Robart, Schaberg - Dietrich 
Hardware Co., Lansing, 
Mich.; Mr. K. C. Garrison, 
Albany Hardware & Iron 
Co., Albany, N. Y.; Mr. Har- 
old Hallen, Weed & Co., Buf- 


falo, N. Y.; Mr. Frank G. 
Serkal, Masback Hardware 
Co., New York City, N. Y. 

The Merchandise Manage- 
ment Awards are given each 
year to selected leading hard- 
ware buyers by The Gates 
Rubber Co. 


Paint Salesmen Elect 
B. N. Alinut President 


One of the most successful 
conventions in the history of 
the National Paint Sales- 
men’s Assn. was concluded 
recently with the election of 
officers for the coming year. 

B. N. Allnut of B. N. All- 
nut Co., Chevy Chase, Md., 
was elected president of the 
association. Other officers 
elected: first vice-president, 
Martin J. Balnicki, F. O. 
Pierce Co., Long Island City, 
N. Y.; second vice-president, 
Milton B. Lieber, Arnesto 
Paint Co., Inc., New York; 
secretary -treasurer, George 
H. Chatham, Bullin Chemical 
Co., Springfield, Pa. 

Keynote speaker for this 
23rd annual convention was 
Robert A. Copel, Koppers 
Inc. Other speakers included 
Gen. Joseph F. Battley, pres- 
ident, National Paint, Var- 
nish & Lacquer Assn., and 
Paul W. Niedhardt, general 
sales manager, Glidden Co. 


High point of the conven- 
tion was the presentation of 
the Harry Lowenstein Award 
to outgoing president, Louis 
Snyder, Elliott Paint & Var- 
nish Co., Philadelphia. This 
award, made for outstanding 
service to the paint industry, 
has not been made before be- 
cause no one measured up to 
its requirements. 
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Classified 


REPRESENTATIVES WANTED 


Opportunities Section 





REPRESENTATIVES WANTED 


Proven line available for most territories 
for direct-to-dealer representatives calling 
on hardware, lawn and garden and simi- 
lar retailers and key accounts. Repeat 
business annually runs 6 times initial sale. 
Biggest commissions in industry. Supply 


territory and other details. 


Write Box 276, 
Highland Park, Illinois. 





REPRESENTATIVE WANTED EXPORT 
Excellent line for sales representative calling in is EXTRA PROFIT 


various territories selling garden hose, oscillators, 
sprinklers, etc., to hardware, dept., variety and For 45 years we have acted as the export sales de- 
chain stores. Items heve excellent repeat business partment for many prominent American hardware, 


ae : plumbing, heating and electrical products manufac- 
Good commissions. Write, giving background and turers—Establishing their names and brands through- 


full resume. Excellent proposition. out the world. We are now seeking related accounts 
KENT, INC., 830 Monroe St., Hoboken, N. J. to supplement our present sales activities Our 

large, experienced New York staff and worldwide 

network of stocking distributors can add plus profits 

to your existing sales. We totally relieve = of 

. export details, including financing (our net worth 

Salesman-Representative nearly 1.5 million dollars). Take advantage of our 

Sell direct to retail hardware, Drug and Variety government’s plans for export expansion to increase 

stores. Fast turn-over, mnmon-seasonable. Excellent your sales through us. 

re-order record. We have been in business over 40 

years. 100% protected territories. Best openings in AMERICAN STEEL EXPORT COMPANY 

West, Far West, South-West and East Coast areas. 347 Madison Avenue 

Our present employees know of this ad. Write 


Hardware Age, Box N-!3, Chestnut & 56th Sts., New York 17, New York 
Phila. 39, Pa. 




















MANUFACTURERS REPRESENTATIVE 
TO WHOLESALERS ONLY 
New line of Ratchet Screwdrivers and sets. (Patent 
pending First items of line for wholesalers only 
Others in preparation. Several good territories open 
Good repeats. High commission. State experience, lines 
carried, precise territory and trades covered. Write 


Box N-26, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 








BB AIR RIFLE SHOT MANUFACTURER 


Manufacturer of air rifle shot, steel cop- 
per coated BB's wants representation. 
Most territories open. Address 


Box N-28, ¢/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 











MANUFACTURER’S REPRESENTATIVES 
wanted to handle a nationally distributed top 
quality Contact Cement and Solvent competitively 
priced with liberal commission arrangement. 
Many territories open. For further information 
contact Box N-29, c/o Harpware AGE, Chestnut 
& 56th Sts., Philadelphia 39, Pa. 

EST ABL ISHED MANUFACTU RE R ad Plas- 
tic Garden Hose and Sprinklers, Lawn Edging, 
Floor Matting, Drop Cloths, Weatherstrip, Storm 
Windows, Clothesline, Freezer Bags has te: 
ritories open for aggressive Sales Representa- 
tives. Competitive prices, dependable service. Ad- 
vise area covered and lines carried. Reliance 
Plastic & Chemical Corp., Paterson 26, New 
Jersey. 


SALES REPRESENTATIVE WANTED for 
established paint brush manufacturer; liberal 
commissions, protected territories; good oppor- 
tunity for salesmen having contact with hard- 
ware, paint, lumber, chain and drug outlets. 
Open territories: Eastern Pennsylvania, Mary- 
land, District of Columbia, Northern [Iliinois, 
Wisconsin and Southeastern States. Write us 
full details, Box N-25, c/o Harpware AGeE, 
Chestnut & 56th Sts., Philadelphia 39, Pa 








SALESMEN WANTED covering Hardware MANUFACTURERS REPRESENTATIVES 


Jobbers and Merchandise Chains, to carry a 
non competitive item with volume producing po- Greater New York area. Hardware, 
tential. Liberal commission, advise _ territory ; ‘ 
covered and pertinent personal particulars. Write Housewares, Lumber—Seeking one addi- 


Box N-27, c/ 7 "Mag : 56 : : : . 
Sts, Philadelphia 39, Pas & 59th T tional high grade line. Write 





Box N-22, ¢/o HARDWARE AGE 
MANUFACTURERS REPRESENTATIVES Chestnut & 56th Sts., Philadelphia 39, Pa. 
calling on Wholesale Hardware, Marine, Paint 
& etc. to sell our line of READY WOOD, a 
wood plastic in 10 wood colors. Item has ex 


cellent repeat business in retail & industrial wood LET US TAKE OVER 


working field. 10% commission. Write lines & 
territories. Nordland, Inc. P. O. Box 186, Bald- ALL YOUR SALES PROBLEMS 
win, N. Y. National Sales Organization with Offices and Prin- 
cipals in all major marketing areas guarantees im- 
mediate national coverage Seeks limited “pent 
~ ~ . , — ; : ‘ i volume lines in electronic, appliances, 
SALESMEN WANTED to sell twist drills. A. and besduess consumer goods. "Full de - 
Produced domestically. Lowest prices in the in tails upon request. Inquiries confidential. 
dustry. Made to military specifications and Box N-10. ¢/o HARDWARE AGE 
American standards. Large distributor accounts Chestnut & 56th Sts., Philadelphia 39, Pa. 
wanted, but good commissions if sold to users. 
Many territories available. Hayden Twist Drill 
Sales Co., 25205 Ryan Road, Warren, Michigan. 




















QUALITY REPRESENTATION 
MANUFACTURER’S REPRESENTATIVE With our representation we give Sincere, Sound Ser- 


: , . . . ; >. vice and Productive Sales Efforts. Interested in 
ig — ‘Sieuue.* daemon. of ee volume wholesale Hardware or Garden or Housewares 
D. C., want Builders Hardware line. Primarily sane. of ape 3 cma oy rs nag ee 
interested in louvers, locksets, hinges, etc. Write ae tccdie ee a ee ee - 
Box N-34, c/o Harpware Acer, Chestnut & 56th Sari 
Sts., Philadelphia 39, Pa. Box N-!6, c/o HARDWARE AGE 
Chestnut & 56th Sts., Philadelphia 39, Pa. 














SALESMAN PLUMBING AND HEATING 

SPECIALTIES sell for established firm 10% MANUFACTURER'S REPRESENTATIVE 
commission. Exclusive Territory. Replies held desires one volume line for concentrated coverage 
confidential. Akron Supply Co., Inc., 216 Grand to Hardware Jobbers, Large Lumber Yards, 
Street, Brooklyn, N , Chains in West Pennsylvania, Eastern Ohio, and 
West Va. Best references, with : nice following; 
MP aac pense lus ne fact dig deep for business ‘rite 
REPRESENTATIVES WANTED, manufac- te N-23, c/o Bye lees AcE, Chestnut & 56th 
turer of Point-of-Sale display racks can use Sts.. Philadelphia 39, Pa. 

effectively representatives who call on manu- 
facturers and distributors of hardware and allied WANT SALES RESULTS? We get them 
lines. Many opportunities to secure quantity because we concentrate in Michigan, Ohio, Indi- 
orders and repeat orders for displays you come ana. Will handle two additional lines—only 
in contact with = Write Box N-20, c/o highest grade considered. Write Box A-10, c/o 


HarpwarReE Ace, Chestnut & 56th Sts., Phila HarRpWARE AGE, Chestnut & 56th Sts., Philadel 
delphia 39, Pa. phia 39, Pa. 











= SOI) THE HANDIEST THING _— 
BUY B-) 9) od oe 4 TAL B } ett 
of of ., 2 - 


AND SELL QUALITY | omsicns A _— 


TO 10 FEET LONG ) A-li 
. mounted on or 
behind work benches, 


in the lab, on test tables, 
in lamp or appliance stores — 
provides multiple taps from a single 
power source. Safe — concealed conductors — 
tight positive contacts — easy to install in any a 
Sold by Electrical, Electronic and 
Hardware Jobbers and Dealers 


SPRINKLERS | ‘A-line Mfg. Co. 
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ACCOUNTS WANTED : HELP WANTED BUSINESS OPPORTUNITIES 


’ ' ’ 
TWO ‘OLD PRO'S WE ARE SEEKING AN Fg tay ao ga 
See tn Salk. cuanaeenll eeltee eattoee EXPERIENCED BUYER 


: . 2 years old, A-1 condition. Onan power unit for 
own (‘ompany (Concentrated coverage 


N.Y.C. and New Jersey. Desire two lines Of Plumbing—Tools—and Builders Hard- lights, air conditioning. Hitch, Kelsey-Hayes car- 
to Houseware, Hardware, Garden Supply - ° trailer connections for lights, 4-wheel brakes. Display 
Dealers and Jobbers. Top trade contacts ware, who is accustomed to working at shelves, cabinets for giftwares, hardware, housewares. 
Box M-12, ¢/o0 HARDWARE AGE the wholesale level with a Control System. ete. Cost $5,000. Sell for $1,950. Write: MYRON 
Chestnut & 56th Sts., Philadelphia 39, Pa. Our company is young, growing and struc- MARCUS, 26401 Richmond Rd., Bedford, Ohio. 


tured, both in thinking and manpower, to 

| ) | meet dynamic needs of the future. Loca- 

TURERS’ REPRESENTATIVE open for addi : ; , , — : — . : 

tional Hardware, Housewares or Garden line for tion Middle Atlantic Coast Region. Reply NEW BUILDING OR REMODELING 
N 


Metropolitan N. Y.-! J Have strong, well es in strictest confidence, giving fyll details We can help you. We assist you to deter 
tablished tollowing among H ardw:; ire Housew ree ‘ 7 ’ 
, > : ’ — > es : . mine store location, size, interior, exterior, 

and Garden Wholesalers, Rack Jobbers. Chains as to age, experience, education, salary | - . ahi 
Cat , ; . and display fixtures. Write for reasonable 

and atalog houses Thorough know-how promot requirements, etc., to ' el 
ing, marketing lines for utmost potentia Box nee 0.00 sntiatiniili tins rates, which will save you money. Box M-27, 
F-18, c/o Harpware Ace, Chestnut & 56th Sts ox N-oU, €/0 ; » Ac Ches - Sétl 
Philadelphia 39, Pa aa Chestnut & 56th Sts., Philadelphia 39, Pa. c/o Harpware Acg, Chestnut & 56th 

Philadelphia 39, Pa. 























AGGRESSIVE, REPUT ABLE MANUFA( 


Sts.. 

















EXPERIENCED MANUFACTURERS REP.- CIE IT OR NOT k ' b . 
RESENTATIVE, ambitious and aggressive cov BELIEVE IR N . For less than 5¢ 
ering whe ain plumbing and housewares job EXECUTIVE MANAGER each you can buy as few as three dozen brass 
bers in Southern New England States and East Established West Virginia wholesale hardware firm is key blanks beautifully embossed with your name 
ern New York St: ate Seeking two additional seeking a General Manager. Excellent career oppor- and address in permanent raised letters. Write 
High Grade lines. Can furnish excellent refer tunity. Salary commensurate with experience. Bene- today for free bulletin #858. HAZELTON 
ences Write Box N-18, c/o Harpware AGE. fits include profit sharing. Also have management posi- CHAIN CO. (manufacturers of key blanks an: 
Chestnut & 56th Sts., Philadelphia 39, Pa tions for men with less experience. All replies con- sash chain), 81 Kemble St., Roxbury 19, Mass. 
fidential. Send brief resume giving age. present posi- 

_ tion, and salary. Bex N-32, ¢/eo HARDWARE AGE, 
AGGRESSIVE MANUFACTURERS REP Chestnut & 56th Sts., Philadelphia 39, Pa. MANUFACTURER WANTED 


py oe to make and 
RE SENT ATIVE with ten years’ experience close 


tionsh th 2 caer sell Patented Item that will prevent robbers from 
relations ve with over 2UU) wholesale ardwat — ve . _ : breaking through doors of homes and hotel rooms 
an d im trial mill S| upply houses in Ne “ y hk wet dg « | EN¢ ED gm to handle na- Provides reste, wa equal to second lock : Ventila 
y ew s ~-—_ eeek « sesive tionally Oo line of flas rhts and batte C , 
sce Ne en R a Bi A ‘N19, , 7. : a Sal: : yo E x nia M ~ hav . Cal ee These tion if desired. Easy to manufacture. Simple 
ines rite Ox i 19 c/o H ARDW ARI At # 7 wok £ — -X] . C ro = eer - for purchaser to install and use. Royalty basis 
96th & Chestnut Sts., Philadelphia 39, Pa timore, Washi open. ae mm fan ig 58 Bal Write Box N-21, c/o Harpware Ace, Chestnut 
timore ishington, Muchigan. rite Box N-17, . a < ei 
- . f 
o Harpware AGE, Chestnut & ts., & 56th Sts., Philadelphia 39, Pa. 


MANUFACTURERS AGENT long established Phi ladelphia 39, Pa. 
covering Western Mountain States of Colorado, a —— 
eb arta New Mexico, Arizona, Utah, idaho, SALESMAN WANTED, experienced pain ; POSITIONS WANTED 
Montana, Nevada and Western Texas eeking brush salesman wanted. Excellent proposition for 
idditio nal ne commussion exclusive ot an who has following. Salary plus commission DESIRE POSITION with top manufacturer 
Box N-] 5, c/o HarRDw ARE Ace, Chestnu 6tl Write Box N-24, c/o Harpw — Act, Chestnut managing sales. Broad experience sales survey, 
Sts., Philadelphia 39, Pa & 56th Sts., Philadelphia 39, Pa analysis, promotion, distributor appointing and 

supervision; hiring and training men. Best 
Wholesaler contacts and relationship. Eight years 
HELP WANTED BUSINESS OPPORTUNITIES with present company. Consider West Coast only. 
Write Box N-31, c/o Harpware Ace, Chestnut 
& 56th Sts., Phila. 39, Pa. 

















MERCHANDISING MANAGERS 
Established West Virginia wholesale distributor is DO you WANT To RAISE CASH? 
seeking merchandising managers for Electrical in DO you WANT TO SELL OU Ts? EXPERIENCED SALESMAN presently en 
dustrial, and Power Transmissions Departments. Re ue . Ceti . ” 
sponsibilities include, purchasing policy, sales policy, es | | a . ployed by manufacturer, calling on wholesalers 
sales pianning, sales training and merchandising ou want a sale, reduction, money raising, removal and dealers for over ten years, desires to associate 
Excellent areer Gpportunity Salary commensurate or closeout, get America’s most reliable and produc- with respectable manufacturer representative 
with experience Benefits include profit sharing. All tive sales plans Send for prospectus today agency of manufacturer with 0 portunity for ad- 
replies confidential Send brief resume £iving age vancement. Married, hard wor ing, reliable, col- 
present position and present salary. Write J. H. VOLL SALES SERVICE lege graduate. Desire Southern-eastern Seaboard. 


Box N-33, ¢/0 HARDWARE AGE 115 West in St.. isen ise. x M Ches » Séel 
Chestnut & 56th Sts., Philadelphia 39, Pa. oct Mata St., Madicen, Wise —_ Philidehin 39. Pa Ace, Chestnut & 56th 























Write for Free — as | 3 <<) MOLLY CORP. 


Literature a Tatty ANCHORS relate. PAN @ 4 NUTS. 
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asic. |» PAINTERS DROP CLOTHS 


we DCM 


COTTON 


Reading, Pa. 








DurkAM, NortH CAROLINA 
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REPRESENTATIVES onsen as WANTED 


 MAIL-TELL 


STEP SAVER 


Write McKee-Moog Spring Co P.O. Box 8112 Memphis 4, Tent 
Want more facts? Circle 175, p. 53 
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| Libbey Glass Div. Reynolds Metals 
Owens Illinois Glass Co........ Rival Mfg. C 


Index to Advertisers Rubbermaid, 


. 7 * M 
THE ADVERTISERS INDEX is published as a convenience and seaekiianann <4 
t gh - na-Bond, Inc. ..... 
not as a part of the advertising contract. Every care is Mansfield Sanitary Inc.. . gee 3 
. . n j n 
taken to index correctly. No allowance will be made for ott = wr Bagg og oe. Southland Mower Co. , 
i i Mayes Bros. Tool Mfg. Co. prayon Products, Inc. 
errors or failure to insert. A oo g. ee eet, S 
McKee-Moog Spring Be. Standard Tool Co. 
Miller & Co., Robert E.... Stanley Works 
A c Minnesota Mining & gina Co. Star Metal Products Co 
Molly Corp. . 103 | Supples Co. 
Add Sales Co... Foley Mfg. Co...... Te ee Motor Wheel Corp. Div. of Amerace Corp. 
Ajax Wire Specialty Co.. Fuller Tool Co., Inc. Reo Div. . - 19-24 | Swan Rubber Co... 
Ames Co., O. ih wie | Myers & Bro. Co., F. E... 
Arbogast Be. Inc., Fred ' 
Artistic Wire Products Co.., * G 
Atlas Tool & Mfg. Co......... 85, 





T 
Gering Plastic N , 
Div. of Studebaker- Packard Tap-A-Line Mfg. Co. 


Corp. . | New Home Sewing Machine Co. 47 Taylor Lock Co... 
B | 


Black & Decker Mfg. Co..... 
Borden ar e — Cc Oo U 
A Div. of The Borden Co. 6 O., , ' ~ ; ; , 

Bora- Erickson Paso ‘ 7 Hindley Mf ye | Ox Fibre Brush Co., Inc. United States Graphite Co 
Bridgeport Hardware Mfg. Corp. | Hines Park hy | 

| Duncan Hines Institute......... 

| Hoppe Co., Frank A..... p 
Cc feo Mfg. Co. P : V 

| Hydroponic Chemical Co. Panzer Products, Inc... iy f 

| Parker Hardware Mfg. Corp.., | aughan & Bushnell Mig. Co. 
Pioneer Gen-E-Motor Corp. 
Popular Science Monthly 18 | 
Portable Electric Tools, Inc. -17 | Ww 


Cal Dak Co.. 
Campbell Chain Co.. ‘ 
Champion teow Mig, Co. ; | | 
Columbia Fastener Co a | : 
Commonwealth Plastics Corp..... ng oy — ot omg 
Cuno Engineering Corp... as my %OC OFEs, Unc. Wear-Ever Aluminum Co., Inc.... 
| Weller Electric Corp. 
K 9° Wells , Mts. Corp... 

, Wessel Hardware Corp. 

D Kester Solder Co. 70 | Quick Mfg., Inc... 


| Will-Burt Co. 
Desmond Stephan Mfg. Co. ; Keystone Steel & Wire Co. oe | Woodhill Chemical Co 


Krylon, Inc. 
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. Reardon Laboratories, ¥ 


Yale & Town Mfg. Co 
Lock & Hardware Div 


Eclipse Lawn Mower Co. . 106 | Lawn Boy Div. Inc., ; ey 
Evans Rule Co... Outboard Marine Corp........ Red Devil Tools.. 
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IINE ORIGINAL 


RE GU LA R.... ig Extra case hardened. Excellent mirror finish, 
plus a heavy nickel piate. . OF 
oe ss) <—» FURNITURE LEVELER Z 
=e sas : INSULATED 
: yf Adjustable Combino- FURNITURE GLIDES 
tion Leveler and Glider 


for Uneven and Un- : " RUBBER-CUSHIONED! 
steady Furniture. Hitt . ‘sie G L | D gE 


ecco — 6 " SOFTLY, SILENTLY, 
card; 1'4"", 2 on card; SMOOTHLY, OVER 
3-color box. 12 boxes i'/,"", 2 on card. Drive ALL FLOORING. 
he 3-color display carton. into universal socket or IS: os SIZES AND TYPES 
: 2 0 1". Ye" Tr 7) yy", oo ne oe 
Ma", We". Te", Oe". B.A". H “2 5/16" hole. : FOR ALL WOOD OR METAL FURNITURE. 


Ask your jobber or write—FY) 11 te Melle ROT OMELET CR CLC IM Me 
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All hands reach for Road Devil 


PUTTY KNIVES and WALL SCRAPERS 


All your customers are sold on Red Devil because they get their choice of top-quality tools. 
Red Devil makes more types and sizes (108)—than anybody— every “feel,” every price. 

You sell everybody: painters, plasterers, do-it-yourselfers—even housewives! 

Nobody misses eye-catching Red Devil packaging. You get pre-priced carding, 

your choice of counter displays, convertible merchandisers—all colorful, 

space-saving, and fast-moving! 

Full 40% Red Devil discount gives you real, solid profit protection. 

And, you get the full benefit of hard-hitting Red Devil national 

advertising. Start cashing in... call your Red Devil jobber, today! 


Red Devil Tools. 


UNION, New Jersey, U.S.A. 3 sizes of merchandisers freé with dozens of tool 
World’s Largest Manufacturer of Painters’ and Glaziers’ Tools—Since 1872 assortments that fit the needs of every store. 





